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This study aimed to create a holistic understanding of the phenomenon 
of CSR as constructed in non-Euro/American contexts, specifically in an 
emerging Asian nation, India through (a) a macro focus that aimed to 
understand and critique corporate discourse on the conceptualizations, 
perceptions, practices and communication of CSR and (b) a micro focus that 
aimed to examine whether the business-case-for-CSR holds true in a non-
Western context as well; specifically by exploring associations between 
awareness of CSR practices and employee relations. 
In addition to mainstream CSR theories, the study employed an 
interpretive dialectical approach and a postmodern perspective in public 
relations to highlight dialectical tensions in corporate discourse on CSR in 
India based on 19 in-depth qualitative conversations with senior managers and 
leaders of corporations in India that are known to be socially responsible. 
Based on the insights from these conversations, the study further administered 
an online survey to employees of two organizations in the information 
technology industry in India to explore linkages between awareness of CSR 
practices and the relationship outcomes of trust, control mutuality, 
commitment and satisfaction, set within the relationship management 
framework in public relations.  
This study identified a core dialectical tension in corporate discourse on 
CSR between the simultaneous acceptance of and resistance to the modernist 
capitalist paradigm to deliver economic and social motives. Acceptance of the 
capitalist ideology was evident in terms of subscribing to the modernization 
paradigm of development that privileges the modern, formal rungs of the 
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economy over more traditional values, systems and ways of life.  On the other 
hand, corporate discourse on CSR in India did not reveal a classic case of a 
one-sided repressive neo-liberal mission. The discourse revealed a keen 
awareness of the ills of the modernist capitalist system, such as power 
structures that privilege organizational actors over internal and external 
publics and the potential of powerful organizational discourse to erase the 
voices of the marginalized. This awareness combined with a sensitivity to 
indigenous social, cultural and economic systems appears to enable the 
boundary spanners of the organization to adopt participatory communicative 
practices that aid in bringing the voices of the marginalized into organizational 
discourse. Thus the discourse of the dominant coalition, while entrenched 
within a modernist, capitalist ideology, is also permeated with a postmodern 
perspective. Based on these findings, the researcher proposed a 
conceptualization of CSR as a cell, suggested the notion of Dharma that 
encompasses both duty and consequences-based drivers of CSR, and discussed 
concepts of symbiotic CSR and shared social responsibility. 
Further, findings from the research with employees suggested that the 
dominant business-case-for-CSR appears to hold forte in India as well. The 
findings indicated that awareness of CSR practices was significantly related to 
relational outcomes such as trust, commitment, control mutuality and 
satisfaction. Specifically, the results fore-grounded the importance of ethical 
and legal dimensions of CSR practice over societal/discretionary and 
economic dimensions in engendering stronger relationships between 
employees and their organizations. Finally, implications and recommendations 
for research and practice are also discussed in the thesis.  
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Background and Context 
The notion that businesses should be socially responsible can be traced 
far back for many centuries and over multiple cultures and societies (Carroll, 
1999). However, it was only in the last 60 years or so that the concept of 
corporate social responsibility (CSR) transformed into a topic for serious 
debate in both academia and business. Since then, and increasingly so from the 
turn of the millennium, there has been a sharp spike in the number of cases 
worldwide involving instances of corporate social irresponsibility, with 
debilitating effects on society, which has thrust the notion of CSR into public, 
corporate and academic limelight.  
The debacles of fatally tainted milk in China, the poisonous gas cloud 
that snuffed out over 3000 lives in Bhopal and continues to cripple many more 
lives and, most recently, the financial meltdown in the United States of 
America that impacted hundreds of thousands of lives all over the world, are 
but a few examples that demonstrate the devastating impact that unethical and 
irresponsible corporate practices can have on internal and external 
stakeholders. As a result of public protest over such irresponsible and 
negligent corporate behavior, corporations started paying more attention to 
matters of social responsibility and invested in CSR programmes.  
These instances of unethical and irresponsible conduct drawn from 
across the globe not only illustrate the importance and significance of the topic 




Global Practice of CSR; Euro-American Traditions of Research  
Scholars such as Scherer and Palazzo (2008) and Chambers, Chapple, 
Moon, and Sullivan (2003) argued that globalization has played a crucial role 
in increasing the demand on businesses to be socially responsible. Scherer and 
Palazzo (2008) noted that globalization has weakened the power of the state to 
regulate the activities of corporations that expand across national borders. 
Further, Davis, Whitman, and Zald (2006) maintained that another important 
characteristic of the globalized environment—business process outsourcing—
has blurred the boundaries of corporate social responsibility between activities 
that are conducted inside and outside of the corporation. Therefore, while the 
notion of CSR used to largely revolve around responsibilities to employees 
and to local communities where the corporations are located, corporations are 
now held accountable for their external global supply chains as well, 
exemplified by the recent furor over Nike‘s Asian sweatshops and Mattel‘s 
defective toys made in China.  
However, although the current practice of CSR is situated within the 
realm of highly complex and intertwined processes of globalization, CSR 
research has not kept pace. Globalization has highlighted the ethnocentricity 
that characterizes current public relations practice and research (Sriramesh, 
2008; Pal & Dutta, 2008). This ethnocentricity extends to research on CSR 
also, which continues to be ensconced within the Euro-American intellectual 
traditions of scholarship (Mohan, 2001). This enclave of CSR theorizing does 
not capture the broader gamut of the global phenomenon of CSR and thus 
presents an incomplete and unbalanced view of CSR. This study is a modest 
attempt to correct this imbalance in CSR research by situating this research in 
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a non-Euro-American context and by offering a richly textured, contextual, 
inside-out understanding of CSR.  
Further, it is imperative to study processes of CSR practice and 
communication in the global south not only because it is important to correct 
the Euro-American slant of CSR theorizing, but also because increasingly, 
corporations‘ economic power and fixation on maximizing profits have had a 
greater impact on developing economies with more fragile socio-economic-
political systems than on developed economies (Bhushan, 2005; Prieto-
Carron, Lund-Thomsen, Chan, Muro, & Bhushan, 2006). This factor served as 
the rationale for the researcher to study the phenomenon of CSR in one of the 
world‘s largest and fastest growing developing nations.   
CSR Theorizing in Developing Nations 
The budding scholarship on CSR in developing nations has highlighted 
the often fiercely competing perspectives in the realm of CSR and socio-
economic development. On the one hand, scholars believe that corporations 
can contribute positively to social development (Swift & Zadek, 2002). On the 
other hand, critical scholarship argues that corporations, constituted as profit-
maximizing entities, are the root cause for generating multiple social ills. 
Further, a lack of expertise and accountability make it dangerous to allow 
corporations to continue to tread on spaces of social development (Bhushan, 
2005; Frynas, 2005).  
Scholars have also criticized an apparent collusion between corporations 
and the state (Munshi & Kurian, 2007; Schwarze, 2003; Townsley & Stohl, 
2003) and have highlighted issues of power and participation evidenced by the 
missing voices of vulnerable publics in CSR discourse (Cloud, 2007; Munshi 
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& Kurian, 2007). However, scholars such as Christensen (2007) have 
cautioned against a blanket depiction of corporations as immoral and not 
worthy of being trusted. Therefore, the researcher approached this study in a 
manner that carefully avoided both extremes of eulogizing and disparaging 
CSR initiatives. 
CSR Research in Asia and India are Under-researched 
Within the group of emerging nations, Asia has gripped the attention of 
the world, especially with China and India not only sharing almost half of the 
world‘s population, but also clocking dramatic rates of economic growth, 
largely fuelled by capitalist engines (www.eiu.com, India country report, 
2009; China country report, 2009). Rapid economic growth led by 
corporations has resulted in massive adverse impacts on human and natural 
environments, specifically exacerbating existing social disparities, which by 
itself behoves the study of corporations‘ sense of social responsibility in Asia. 
Further, research has found that Eastern philosophies such as Confucianism, 
Hinduism, Buddhism and Zoroastrianism could have been influential in 
shaping notions of CSR in Asia (Pio, 2005; Whelan, 2007). Mohan (2003) 
argued that any variations in conceptualizing CSR across the world are deeply 
embedded within the system or superstructure. For instance, Western 
capitalism is based on the exclusivity of private property and individualism, as 
opposed to Eastern capitalism, which is based on the inclusivity of 
stakeholders innately oriented towards seeking consensus and harmony. 
Despite these compelling reasons to examine the phenomenon of CSR in Asia, 
research on CSR practices is still in its infancy and scholars such as Sriramesh, 
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Ng, Soh, and Lou (2006) have called for more research on CSR from Asia. 
This study is a response to that call. 
However, scholars have argued that Asia is not a homogenous entity. On 
the contrary, it is characterized by remarkable cultural, political, economic, 
social and geographic diversity and, therefore, research must be carried out 
within specific national contexts (Whelan, 2007). Although scholars have 
responded to this call, a review of literature on CSR in Asia revealed that 
emergent research has focused mostly on East and Southeast Asian 
economies, economies that are primarily driven by principles of 
Confucianism. Sparse research has been conducted on CSR in India despite 
compelling reasons that stem from India‘s specific social, economic, political 
and cultural contexts. 
First, India is one of the fastest growing and important emerging 
economies in both Asia and the world. Second, after economic liberalization 
in the early 1990s, India has had dramatic rates of national economic growth 
led largely by corporations. However, the impressive national economic gains 
have been rather unevenly distributed, further worsening existing social 
disparities (www.eiu.com, India country forecast, 2010). Third, India has had 
a long, unbroken history of trade and commerce characterized by notions of 
social responsibility and a cultural ethos and tradition of dharma, karma and 
giving (Mitra, 2007; Sundar, 2000). Fourth, since the later part of the twentieth 
and early part of the twenty-first centuries, Indian corporations have been 
making their mark on the global arena across industries ranging from steel to 
software; and that calls for the examination of attitudes, norms and beliefs that 
shape the conceptual construction of CSR within Indian corporations. These 
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factors justified the choice of India as a fertile context to situate this study 
within.  
Further, research has found that CSR practices are firmly grounded in 
national traditions of societal and corporate governance (Birch & Moon, 2004; 
Mohan, 2003). Therefore, it is imperative to examine the concept of CSR from 
a macro perspective that explores CSR practices and communication situated 
within specific contexts. Accordingly, the following sections will give a brief 
preview of the political, economic, social and cultural systems of India that 
may have influenced the conceptualization of CSR embedded within those 
contexts. 
India: Political, Economic, Social and Cultural Milieu   
Political and economic settings. India gained independence in 1947 
after two centuries of British colonial rule. Under the leadership of India‘s first 
Prime Minister, Jawaharlal Nehru, the state established a complex system of 
socialist economic controls that remained in place until the 1980s. The state 
continued to implement an inward-looking socialist economic policy that 
stifled economic growth, hampered productivity, and confined India‘s 
economy to the so-called Hindu rate of growth of about 3% a year 
(www.eiu.com, India country profile, 2008). 
During this insular phase, India followed a statist model of social 
responsibility where the state delivered social objectives through its public 
sector organizations (Kumar, Murphy, & Balsari, 2001; Mitra, 2007). 
Following the 1991 general election, a minority government under Prime 
Minister Narasimha Rao initiated a series of economic reforms that set India 
on a path of robust economic growth. The coalition government led by the 
7 
 
Hindu-nationalist party, BJP, from 1998 to 2004, continued with economic 
reforms and market-friendly policies.  
Following economic liberalization, India is now the fourth-largest 
economy in the world (after the US, China and Japan), measured on the basis 
of purchasing power parity exchange rates, and is projected to be one of the 
world's fastest-growing economies  from 2010 to 2014. Gross Domestic 
Product (GDP) per head is forecast to grow by 5.1% a year, the second-fastest 
rate in the world, just behind that of China (www.eiu.com, India country 
forecast, 2010).  
The service sector, which is the main driver of economic growth, is both 
the largest component of the economy and the best-performing. The service 
sector accounts for 55% of GDP and is expected to continue to be the main 
engine of economic growth (www.eiu.com, India country forecast, 2010). 
However, India is a two-tier economy, with an internationally competitive 
knowledge-driven services sector that employs the brightest of the middle 
classes on the one hand, and a sprawling, largely rain-fed agricultural sector 
that employs the majority of the vast and poorly educated labor force on the 
other (www.eiu.com, India country profile, 2008). Although it accounts for 
just over 17% of GDP, the agricultural sector employs two-thirds of the labor 
force and, unlike in East Asian countries, the shift of the labor force from 
agriculture to non-agriculture in India has been particularly slow 
(www.eiu.com, India country profile, 2008). 
Social scenario. The tremendous economic growth powered by 
corporations after economic liberalization in 1991 has not been evenly 
distributed. As the popular refrain goes, national economic growth has led to 
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the creation of two Indias—a burgeoning educated, middle class that has been 
able to tap into the opportunities created by the newly liberalized economy, 
and a poorly educated rural population that has been largely left untouched by 
the impressive national economic gains. This uneven spread of economic 
gains further exacerbated the existing social disparities that revolve around a 
key set of challenges, including: 1) a predominantly rural population; (2) 
population growth and uneven gender distribution; (3) ill health and 
malnutrition; (4) education; and (5) employment reservation or quotas. These 
challenges are discussed below. 
First, India has a predominantly rural population. Almost 60% of Indians 
live in villages with a population of less than 5,000 and around 60% of the 
labor force is employed in agriculture. The majority of landholdings are 
farmed at subsistence level, and many farming families live below the poverty 
line. Even though India has some of the poorest human development 
indicators in the world, particularly in rural areas, migration to urban areas is 
limited. However, high rates of rural underemployment, coupled with rapid 
population growth, is stimulating migration from rural regions to urban areas, 
leading to increased urban unemployment and pressure on city infrastructure 
(www.eiu.com, India country profile, 2008). 
Second, although the country accounts for 2.4% of the world‘s surface, 
it sustains around 17% of the world‘s population that is exerting massive 
pressure on resources. Although the population growth rate is gradually 
falling, India is expected to overtake China as the world‘s most populous 
country by the mid-2020s, with a population approaching 1.5 billion. 
Associated with this is a disturbing trend that has implications for social 
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stability in India: the gender distribution of its population. According to the 
2001 census, there are 927 girls for every 1,000 boys under the age of six. 
Child mortality rates are higher for girls than for boys, and female foeticide 
(aborting female foetuses) is rampant (www.eiu.com, India country forecast, 
2010).   
Third, although there has been a continuous decrease in the mortality 
rate, coupled with a corresponding increase in life expectancy and a fall in 
infant mortality rate since independence, health standards and public health 
facilities are extremely inadequate. The National Health Policy 2002 
emphasized the importance of developing primary care and public health 
measures; and the current government policy is focused on improving the 
health indicators of girls and women. This includes cutting the rate of 
malnutrition among children in the zero-to-three age group, and halving the 
rate of anaemia among women and girls (www.eiu.com, India country 
forecast, 2010). 
Fourth, while India has 17% of the world‘s population, it accounts for 
40% of the world‘s illiterates. Ironically, India also has a large supply of 
highly skilled, English-speaking graduates that propel the service sectors—
especially in information technology (IT), IT-enabled services and 
biotechnology—that serve as the engines for India‘s growth. India also 
possesses a large pool of highly educated and vocationally qualified people, 
although they make up a small fraction of the population (www.eiu.com, India 
country forecast, 2010). 
Fifth, vestiges of Indian‘s ancient caste system can still be found and the 
issue of ―reservation‖ or quotas and is one of the most controversial topics in 
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Indian politics. India‘s Constitution provides for quotas in education and 
government jobs for ―scheduled castes,‖ now called the dalits. Despite 
widespread demonstrations, government passed the OBC (Other Backward 
Classes) Reservation Bill in 2006 to reserve 27% of the places in India‘s 
colleges for the OBCs (www.eiu.com, India country profile, 2008). However, 
industry leaders opposed the government‘s suggestion to legislate affirmative 
action in the private sector, offering, instead, alternative proposals such as the 
setting up of scholarships and vocational training (Lee, 2010). 
Such a potentially volatile social scenario, coupled with the widening 
social disparities caused partly by the uneven distribution of economic wealth 
generated after economic liberalization, motivated the state to pursue a policy 
of inclusive growth that seeks to ensure that benefits of rapid economic 
expansion are widely shared. As a result, the Indian government is focused on 
spending on health, education and rural infrastructure, while also extending 
the benefits of economic growth to its poor (www.eiu.com, India country 
forecast, 2010). 
Cultural and religious influences. Not only is India an emerging Asian 
economy, it also has an unbroken commercial tradition that dates back to its 
earliest recorded history (Mitra, 2007). Research has also documented India‘s 
deep traditions of social responsibilities in trade and commerce, particularly 
the work of the merchant guilds in social development, from as far back as the 
Vedic periods (circa 1500-600 BCE). The guilds were guided by their 
proclaimed objective of sarva loka hitam, or the well being of all. The guilds 
often engaged in social and political processes, meeting urgent societal 
11 
 
requirements in the wake of the state‘s inability to extend aid (Majumdar, 
1969; Sundar, 2000; Thaplyal, 1996).   
In the twentieth century, India‘s most significant contribution to the 
conceptualization of CSR may perhaps be Gandhi‘s espousal of the trusteeship 
principle, asserting that businesses are stewards of society‘s resources 
(Gopinath, 2005; Narayan, 1966). Scholars (Mitra, 2007; Sundar, 2000) have 
argued that although India has had a distinguished history of social 
responsibility, notably in the  merchants/commercial communities, it is only in 
recent years that the term ―CSR‖ has gained prominence, undoubtedly in the 
face of liberalization and increasing globalization. 
Furthermore, Pio (2005) argued that in India, spirituality is an essential 
part of what it means to be Indian, and that the religious life is not detached 
from public life. Research has found that Indian society has had an ethos of 
giving, instilled through cultural and religious traditions and practices, with 
concepts of charity, philanthropy and sustainability ingrained in the collective 
social and cultural psyche of the Indian commercial community (Mitra, 2007; 
Pio, 2005; Sharma & Talwar, 2005).  
To summarize this section, India‘s political, economic, social and 
cultural contexts provide a rich backdrop to explore the phenomenon of CSR. 
Changes in India‘s political and economic landscape before, and after, 
economic liberalization could have influenced the transformation of CSR 
models from state-led, to corporation-led (Kumar et al., 2001). Moreover, the 
surge in economic growth after economic liberalization aggravated existing 
social disparities so much so that one of the focal thrusts in state social policy 
is now inclusive growth. Furthermore, India‘s long history and tradition of 
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socially responsible businesses; Gandhi‘s concept of trusteeship; cultural 
factors such as an ethos of giving and sharing; coupled with the other social, 
economic and political contexts, provide fertile conditions to examine the 
phenomenon of CSR.  
So far, the researcher has presented the general background and context 
of this study including the importance of the topic of CSR, the global practice 
of CSR, the predominantly Euro-American traditions of CSR research, the 
heightened impact of corporate irresponsibility on developing nations, the 
relevance of examining CSR in Asia and finally the fertile conditions that 
make India an apt choice as a focus for this study. Next, this chapter will 
discuss the purpose of this research. 
Statement of purpose 
In order to provide a holistic understanding of CSR in India this study 
adopted a combination of macro and micro approaches. First, this research 
adopted a macro approach that aimed to understand and examine the 
conceptualizations, perceptions, practices and communication of CSR from 
the perspective of eminent corporate leaders and executives who define 
thought leadership.  
Second, this research also adopted a micro approach by exploring 
associations between awareness of CSR practices as conceptualized by 
corporations and employee relations. By focusing on this issue this study also 
aimed to examine whether the business-case-for-CSR that appears to have 
won in the marketplace of ideas in the West holds true in a non-Western 
context as well. The following two sections provide the background and 
context for the choice of the dual foci of the study. 
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Corporate Discourse on CSR in India 
Research has found that CSR programmes in India often spring from the 
founders‘ aspirations to better the prevailing social order and that their CSR 
practices, in turn, are shaped by their underlying deontological views about 
social life. Often, the key motivation for CSR activities of companies stems 
from the leadership and orientation of top management (Lee, 2010; Sood & 
Arora 2006). Therefore, the researcher chose to have conversations with senior 
executives and managers in order to study their conceptualizations, 
perceptions, practices and communication of CSR in India.  
To analyze senior management‘s insights on CSR in India, the 
researcher argued that in addition to employing mainstream CSR theorizing 
primarily from a management-oriented, positivist perspective, it might be a 
worthwhile intellectual exercise to employ a dialectical approach and a 
postmodern perspective in public relations to explore and generate fresh 
insights from corporate discourse on CSR in India.  
Dialectics refers to contradictions that arise when two or more parties 
interact (Baxter, 2009). The study of dialectical processes has been applied in 
the realm of interpersonal relationships through Baxter and Montgomery‘s 
(1996) relational dialectical theory. The researcher argued that a dialectical 
approach is useful in sorting through the multiple voices that convey 
contradictory and competing forces within the relationship between 
corporations and publics also. This understanding is critical because a failure 
to comprehend the tensions inherent in the relationship between publics and 
corporations could raise threats to the survival of organizations and publics in 
their current states of existence. This dialectical approach, with its central 
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focus on the interplay of contradictions (Baxter, 2009) that exist within 
interpersonal relationships, may also be valuable in examining the paradoxes, 
inconsistencies and contradictions that may exist within the relationship 
between corporations and publics as well. 
The tenets of dialecticism in interpersonal communication are also 
compatible with the notion of postmodernism. However, the researcher must 
clarify at the outset what she defined as the postmodern approach in public 
relations in the context of this study. The term postmodern is often associated 
with a rather critical approach to the idea of social betterment, especially when 
promoted by corporations that are seen to be inherently exploitive, 
authoritarian forces that advocate private good over public good (Christensen, 
2007). However, this study did not adopt the postmodern perspective in that 
critical sense. Rather, the researcher employed the postmodern perspective in 
order to highlight the ironies, paradoxes, contradictions and tensions 
associated with corporate discourse on CSR set within the highly diverse and 
pluralistic social, economic and cultural contexts of India.  
However valuable a postmodern and dialectical analysis of corporate 
discourse on CSR in India could be, a holistic understanding of the 
phenomenon of CSR would be incomplete without exploring linkages between 
the corporate conceptualization of CSR and stakeholder perceptions. 
Therefore, in addition to examining corporate discourse on the 
conceptualizations, perceptions, practices and communication of CSR in India, 
this study also aimed to explore whether the business-case-for-CSR that 
appears to have won in the marketplace of ideas in the West holds true in a 
non-Western context as well; specifically by exploring associations between 
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awareness of CSR practices as conceptualized by corporations and employee 
relations. This study chose to examine the perceptions of the employee 
stakeholder group because CSR research has largely marginalized or ignored 
this group, even though they are widely acknowledged to be vital to 
corporations (May, 2008; Wilson, 2000). 
Internal Stakeholders: A Vital Missing Link in CSR Research  
Debates on CSR have undergone multiple iterations; currently, the 
business case for CSR seems to be the most popular (Lenssen, 2007). Briefly 
put, the business case for CSR contends that being socially responsible is good 
for business (Porter & Kramer, 2006; Prahalad & Hammond, 2002). Since the 
1960s, this view has been evolving through several related concepts such as 
strategic CSR (Lantos, 2001) and the triple bottom line of people, planet and 
profits (Elkington, 1998). These constructs, situated within the framework of 
stakeholder theory (Freeman, 1984), have spawned a rich body of scholarly 
work examining the impact of CSR initiatives on various stakeholders, to 
support the argument that being socially responsible reaps benefits for 
business. Public relations scholars have also contributed to this body of 
scholarship, arguing that reputational and relational motives spur CSR 
(Hooghiemstra, 2000; Rensburg, de Beer & Coetzee, 2008; Wilson, 2000).  
However, most of these studies have focused on external stakeholders 
such as consumers, and have only rarely focused on an important internal 
stakeholder: the employees. Therefore, in addition to examining corporate 
discourse on CSR in India this study also aimed to explore linkages between 
awareness of CSR practices and relational outcomes such as trust, 
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commitment, control mutuality and satisfaction from the perspective of 
employees.  
To summarize, this study aimed to create a holistic understanding of the 
phenomenon of CSR as constructed in non-Euro/American contexts, 
specifically in an emerging Asian nation, India through  
(a) A macro focus that aimed to understand and critique corporate 
discourse on the conceptualizations, perceptions, practices and 
communication of CSR and 
(b) A micro focus that aimed to examine whether the business-case-for-
CSR that appears to have won in the marketplace of ideas in the 
West holds true in a non-Western context as well; specifically by 
exploring associations between awareness of CSR practices and 
employee relations.  
Within the ambit of this broad purpose with two clear foci, the study 
aimed to achieve the following specific aims: 
(1) To lessen the existing Euro-American slant of CSR theorizing. 
(2) To offer an inside-out view of CSR from one of the largest and 
fastest growing emerging economies in the world.  
(3) To generate rich, contextual data that can help to enhance global 
understanding of the phenomenon of CSR from the perspective of 
business leaders and executives of corporations in India. 
(4) To highlight ironies, paradoxes and contradictions in the corporate 




(5) To assess whether the business case for CSR, currently popular in 
Western research and practice, is relevant in a non-Western context 
as well.  
(6) To assess the business case for CSR from the perspective of one of 
the most important but under researched organizational 
stakeholders, namely employees.  
(7) To explore associations between awareness of the practice of CSR 
and relationship outcomes. 
(8) Finally, from the perspective of business practice, this study aimed 
to produce empirical evidence for practitioners of domestic and 
multinational companies in understanding conceptualizations, 
perceptions, practices and communication of CSR in India.  
This study employed an interpretive analysis of 19 in-depth qualitative 
conversations with senior managers and leaders of corporations in India that 
are known to be socially responsible. The dialogues with participants explored 
their beliefs, attitudes and norms as they related to CSR practice and 
communication, and examined how they negotiated the various tensions and 
conflicts inherent in the conceptualization, implementation and 
communication of CSR in the Indian context. This study then examined 
dialectical tensions and contradictions in the corporate discourse on CSR in 
India; explored similarities and differences between the insights from India 
and those offered in extant literature; with the intent of presenting an India-
based conceptualization of CSR. 
Based on the insights gleaned from these conversations with senior, elite 
interviewees, this study then designed and administered an online survey to 
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employees of two organizations in the information technology industry in 
India. The purpose of the survey was to examine whether the relational 
argument for CSR activity as propounded by the business case for CSR held 
ground in India as well from the perspective of employees. Specifically, this 
study explored linkages between awareness of CSR practices and the 
relationship outcomes of trust, control mutuality, commitment and 
satisfaction, set within the relationship management framework in public 
relations. 
Rationale of the Study 
The rationale for this study, interwoven into the preceding discussion, is 
summarized in this section. First, the chapter started with recent instances of 
corporate wrongdoing to demonstrate the immense impact of unethical and 
irresponsible corporate practices on multiple internal and external 
stakeholders; and hence, the relevance of this topic.  
Second, even though the practice of CSR is a global phenomenon further 
accelerated by escalating globalization in the 1990s, current CSR theorizing is 
ensconced within a Euro-American perspective, thus offering an imbalanced 
and asymmetrical view of a global phenomenon. Therefore, scholars have 
called for more research on CSR practices from different parts of the world 
and this study is a response to this call. 
Third, the discussion drew attention to the heightened impact of 
corporate social responsibility/irresponsibility in developing nations. 
Corporations‘ increasing national and transnational economic power and focus 
on profit-maximization have had tremendous impact on the relatively fragile 
socio-economic-political systems of developing countries. Accordingly, this 
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study focused on examining the processes and practices of CSR in a 
developing nation. 
Fourth, the phenomenon of CSR is under-researched in Asia. This is 
surprising; given that Eastern philosophies such as Confucianism, Hinduism, 
Buddhism and Zoroastrianism could have had rich influence on the conceptual 
construction of CSR in Asia.  Furthermore, with half of the world‘s population 
living in China and India, Asia has garnered much attention and scholars have 
called for more research about CSR in Asia.  
Fifth, the choice of India as a fertile context for this study was motivated 
by the following reasons. First, India is one of the fastest growing and 
important emerging economies in the world. Second, the fruits of national 
economic growth, led largely by corporations, have been unevenly distributed, 
exacerbating existing social disparities. Third, India has had a long, unbroken 
commercial tradition, a long history of being socially responsible, and a 
cultural ethos and tradition of dharma, karma and giving. Fourth, Indian 
corporations have also been increasingly making their presence felt across 
industries in the world, especially in the steel, software and automotive 
industries; and that behoves the examination of corporate attitudes, norms and 
beliefs that shape the conceptual construction of CSR within Indian 
corporations.  
Sixth, research has found that the CSR agenda in Indian corporations is 
strongly influenced and shaped by the deontological aspirations of the founder 
to correct prevailing social disorders. These reasons create a compelling 
rationale to examine how CSR is conceptualized in India, specifically from the 
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perspective of senior managers and leaders in corporations known to be 
socially responsible. 
Seventh, the discussion also identified missing pieces in the key debates 
on global CSR theorizing. Even though the business case for CSR has become 
dominant in current CSR theorizing, scholarship in this area has more or less 
ignored a very important internal stakeholder group, namely, the employees. 
Therefore, in addition to the macro focus on understanding and examining the 
conceptualizations, perceptions, practices and communication of CSR from 
the perspective of senior managers and leaders, this study also chose to 
examine employee perceptions of the relational argument for CSR. 
Significance of the Study 
This study contributes to the body of knowledge and practice in multiple 
ways. First, from a theoretical perspective, this study attempts to make a 
modest contribution to reduce the existing ethnocentricity of global CSR 
theorizing. Second, it offers an inside-out or emic view of CSR from the 
perspective of one of the largest and fastest growing emerging economies in 
the world with a long history of CSR. This view of CSR can enhance global 
understanding of how emerging countries deal with CSR. Third, the study is 
significant because it augments the budding body of knowledge on CSR in 
Asia. Fourth, it is hoped that the rich, contextual data that will be generated 
from this research can help to enhance global understanding of the 
phenomenon of CSR from the perspective of business leaders and executives 
in India. Fifth, this study is significant in that it offers a holistic understanding 
of the phenomenon of CSR by not only understanding and examining the 
larger picture of corporate discourse on CSR in India but also by exploring a 
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specific issue within this larger picture. Sixth, this research is significant 
because it assesses whether the business case for CSR, currently dominant in 
Euro-American traditions of research and practice is relevant in a non-Western 
context as well. Seventh, findings from this study could add to the emerging 
body of knowledge on the associations between awareness of CSR practices 
and relationship outcomes. Eighth, this research examines linkages between 
awareness of CSR practices and relationship outcomes from the perspective of 
one of the most important but under researched organizational stakeholder 
groups, specifically, employees. Finally, from the perspective of business 
practice, the findings of this study produce empirical evidence for practitioners 
of domestic and multinational companies in understanding the 
conceptualizations, perceptions, practices and communication of CSR in India, 
a country that increasingly attracts foreign transnational companies. 
Practitioners can use the empirical data as a base to build their strategies and 
tactics in India.    
The rest of the dissertation is divided into five chapters. The next 
chapter, Chapter Two, presents the multiple bodies of scholarship drawn from 
management studies, public relations, organizational communication and 
human resource management within which the theoretical framework of this 
study has been created. This chapter will also present the research questions 
that guide the research.  
Chapter Three discusses the methodology of this study with a view to 
establishing the appropriateness of the chosen methodology, given the 
discursive nature of the research questions. This section will demonstrate that 
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the research questions are best answered using a sequential, mixed-methods 
study.  
Chapter Four presents the findings of the research from qualitative in-
depth interviews with senior managers and leaders of corporations in India, as 
well as from results of the survey with employees. 
Chapter Five builds on these findings and discusses the implications of 
the findings. Chapter Six concludes the dissertation and presents the 
implications of the findings and the discussion for both theory and practice. It 






The King brought the miller’s daughter to a chamber that was piled high 
with straw and gave her a spinning wheel and a reel. ―Now set to 
work,‖ he said. ―And if between tonight and tomorrow at dawn you have 
not spun this straw into gold, you must die. (p. 103) 
Clark (2007) cited this paragraph from the children‘s story, 
―Rumplestiltskin,‖ in Grimm’s Fairy Tales to illustrate the essence of the 
literature review. The researcher had much more than a night to review the 
literature and certainly not a death penalty if she failed to do so. Nevertheless, 
she hoped that she has been able to weave an interesting storyline from the 
rich bodies of interdisciplinary work that have been reviewed within which the 
research purposes of this study are situated. 
This study aimed to create a holistic understanding of the phenomenon 
of CSR as constructed in non-Euro/American contexts, specifically in an 
emerging Asian nation, India, through (a) a macro focus that aimed to 
understand and examine corporate discourse on the conceptualizations, 
perceptions, practices and communication of CSR; and (b) a micro focus that 
aimed to examine whether the business-case-for-CSR, currently predominant 
in Euro-American traditions of research and practice, holds true in a non-
Western context as well; specifically by exploring associations between 
awareness of CSR practices and employee relations. First, this study employed 
an interpretive dialectical approach to highlight dialectical tensions, 
similarities and differences in corporate discourse on CSR in India based on 
conversations with senior managers and leaders of corporations in India that 
24 
 
are known to be socially responsible. Second, based on the insights from these 
conversations, this study further aimed to explore linkages between awareness 
of CSR practices and the relationship outcomes of trust, control mutuality, 
commitment and satisfaction, set within the relationship management 
framework in public relations. 
In this chapter, the researcher has attempted to place the research 
purposes of this study within a broader theoretical framework drawn from two 
major blocks of literature: theories and scholarship on CSR from multiple 
disciplines and theories of public relations and interpersonal communication. 
This chapter has been divided into five sections, the first three of which 
addressed CSR literature and the remaining two discussed the public relations 
theoretical framework within which this research is situated. The theoretical 
framework of the study has been depicted in Figure 2.1. 
• To understand and critically 
examine corporate discourse on 
the conceptualizations, 
perceptions, practices and 
communication of CSR in India…
•CSR research from across the world: Research 
from the fields of Management Studies; 




•Postmodern theories in Public Relations
•Dialecticism in Interpersonal Communication 
theory
• …and to further explore 
linkages between the 
practice of CSR and 
internal relations with 
employee stakeholders.
•CSR and employee stakeholders: Research from  
the fields of Human Resource Management, 
Marketing and Public Relations
•Relationship Management perspective in Public 
Relations 
 
Figure 2.1. The Theoretical Framework  
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First, the chapter will discuss CSR research globally, primarily drawn 
from North America and Europe and will include discussions on: (1) multiple 
definitions and terminology of CSR; (2) key theories/debates in the CSR 
literature drawn from both management and public relations/organizational 
communication domains; and (3) CSR and internal stakeholders.  
Second, the chapter will review CSR literature from Asia, discussing 
comparative research done across Asian countries such as Japan, Malaysia, 
Singapore and the Philippines.  
Third, it will focus on CSR research in India, the primary focus of this 
study, specifically reviewing: (1) Indian concepts relevant to the study of CSR 
such as concepts of giving and dharma; (2) the history of CSR in India; and 
(3) current research.  
Fourth, the chapter will discuss postmodern theories in public relations 
and the dialectical perspective borrowed from interpersonal communication 
literature, because a dialectical approach and a postmodern perspective are not 
only compatible with each other but are also useful to examine the various 
contradictions, paradoxes, inconsistencies and oppositional forces in the 
corporate discourse on CSR in India, the aim of the first phase of the study. 
This section will also synthesize the literatures reviewed so far and conclude 
with the research questions guiding the first phase of the study.  
Fifth, the chapter will present the theory of relationship management 
from public relations literature as a theoretical framework to situate the second 
phase of the study within and will conclude with the research questions 




CSR Across the World 
Definitions and Terminology 
One of the basic problems in the field of corporate social responsibility 
is that there is no universally accepted definition of the concept. Broadly 
defined, CSR refers to responsibilities corporations have towards society 
within which they are based and operate. However, the scope of CSR extends 
much beyond this conceptualization and is defined differently in different 
contexts.  
Many early definitions of CSR generated in North America in the 1950s 
and 1960s encompassed corporations‘ obligations to society. Bowen (1953) 
offered one of the earliest definitions of CSR as the ―obligations of 
businessmen to pursue those policies, to make those decisions, or to follow 
those lines of action which are desirable in terms of the objectives and values 
of our society‖ (p. 6). 
Another set of definitions reoriented the focus of CSR from 
responsibilities to a vague entity called society to responsibilities to specific 
stakeholders, exemplified by Jones‘ (1980) definition of CSR: 
Corporate social responsibility is the notion that corporations have an 
obligation to constituent groups in society other than stockholders and 
beyond that prescribed by law and union contract. Two facets of this 
definition are critical. First, the obligation must be voluntarily adopted; 
behavior influenced by the coercive forces of law or union contract is 
not voluntary. Second, the obligation is a broad one, extending beyond 
the traditional duty to shareholders to other societal groups such as 
customers, employees, suppliers, and neighboring communities. (p. 59) 
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Yet another set of definitions falls within the rubric of the business case 
for CSR that argues that corporations should be socially responsible because it 
brings mutual returns for business and society. Take Drucker‘s (1984) 
definition, for instance: 
The proper ‗social responsibility‘ of business is to tame the dragon, that 
is, to turn a social problem into economic opportunity and economic 
benefit, into productive capacity, into human competence, into well-paid 
jobs, and into wealth. (p. 62) 
Carroll (1979) reconciled the apparently conflicting focus on 
shareholders and stakeholders and offered one of the most commonly accepted 
definitions of CSR. He argued that ―the social responsibility of business 
encompasses the economic, legal, ethical, and discretionary expectations that 
society has of organizations at a given point in time‖ (p. 500). He further 
refined it in 1991 when he proposed that ―the total corporate social 
responsibility of business entails the simultaneous fulfillment of the firm‘s 
economic, legal, ethical, and philanthropic responsibilities. Stated in more 
pragmatic and managerial terms, the CSR firm should strive to make a profit, 
obey the law, be ethical, and be a good corporate citizen‖ (p. 43). Carroll 
represented his conceptualization of the entire gamut of a corporation‘s social 
responsibilities in the shape of a pyramid (see Figure 2.2). 
According to Carroll (1991), the first domain of responsibility, economic 
responsibility, states that society expects business to produce goods and 
services and sell them at a profit. This responsibility of business addresses the 
needs of many stakeholders including employees and stockholders, as their 




Responsibilities         
Be a good corporate 
citizen
ETHICAL Responsibilities               
Be ethical
LEGAL Responsibilities                                   
Obey the law
ECONOMIC Responsibilities                                                    
Be profitable
 
Figure 2.2. The Pyramid of Corporate Social Responsibility (Carroll, 1991, p. 
42) 
Legal responsibility refers to how society expects business to produce, 
sell and make a profit, within the confines of the law. Ethical responsibility 
represents the kinds of behaviors and ethical norms and practices that society 
expects business to follow, even though they have not yet been codified into 
law. Philanthropic responsibility addresses the voluntary aspect of the social 
responsibilities of businesses and encapsulates businesses‘ response to 
society‘s expectations that corporations should be good corporate citizens.  
Carroll (1991) observed that often firms believe they are being socially 
responsible if they engage in discretionary or philanthropic activities. 
However, Carroll argued that although philanthropy is ―highly desired and 
prized‖ (p.42), it is less important than the other three domains of social 
responsibility, and economic responsibility under girds everything else. 
Subsequently, Schwartz and Carroll (2003) recognized the interconnectedness, 
rather than mutual exclusivity, of the different dimensions of CSR and argued 
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that besides ethical reasons, corporate philanthropy could also be based on 
economic reasons. This study chose Carroll‘s definition of CSR because it 
encompasses a comprehensive gamut of responsibilities that a corporation has 
to society; it touched upon the simultaneous navigation of often-conflicting 
responsibilities and indicated the temporal nature of CSR issues; and has been 
one of the most accepted and widely used definitions in academic research. 
Diversity in the field of CSR also extends to the abundance of terms 
used to refer to the social responsibilities of corporations. Over a period of 
time, terms such as corporate citizenship and triple bottom line came to denote 
various facets of the social responsibilities of businesses. Mohan (2003) 
pictorially represented the evolution of some of these terms (see Figure 2.3). 
However, Carroll and Shabana (2010) argued that even though terms such as 
corporate citizenship and sustainability are competing to become the most 
widespread term used to describe the field, the term ‗corporate social 
responsibility‘ remains the most dominant term in academia and practice; this 
study uses the term CSR to refer to the social responsibility of corporations. 
While reviewing CSR terminology, an examination of the definition of 
the term ―corporation‖ might be appropriate. Solomon and Palmiter (1994) 
have defined a corporation as a legal taxable entity through which a business 
can enter into contracts, own property, sue in court and be sued. According to 
Solomon and Palmiter, the four basic attributes of a corporation are: (a) a 
separate, independent and perpetual existence, distinct from those who 
contribute labor and capital; (b) centralized management wherein management 
power is vested in the board of directors who are elected by shareholders; (c) 
transferability of ownership interests whereby shares are freely transferable; 
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Figure 2.3. Evolution of CSR terminology (Mohan, 2003) 
 
and (d) limited liability such that only the corporation is liable for debts and 
obligations, but not directors, officers, lenders and shareholders, except to the 
extent of their investment. Solomon and Palmiter (1994) opined that perhaps 
the most powerful metaphor applicable to corporations is that of the 
corporation as a person and ―corporate personality makes possible the 
aggregation of capital and management as a business entity capable of 
contracting, owning property, suing and being sued—just like natural persons‖ 
(p.10).  
This metaphor of the corporation as a person fits well with mainstream 
discussions of a corporation‘s social obligations and responsibilities. Turning 
from matters of definitions and terminology, the chapter will now discuss key 
theoretical approaches in CSR: first, from the field of management studies and 
second, from the fields of public relations and organizational communication. 
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Research on CSR in Management Studies-Key Theoretical Approaches 
The field of CSR is fraught with multiple theories proposed from 
different perspectives. Yet, certain overarching theoretical approaches can be 
observed in the literature and scholars have organized the body of scholarship 
in multiple ways (Garriga & Mele, 2004; Klonoski, 1991; Mele, 2008; 
Sriramesh et al., 2006; Windsor, 2006). However, all the approaches 
essentially revolve around: (a) the business in society/ethical approach; (b) the 
economic approach; and (c) the stakeholder approach.  
The business-in-society approach. This approach takes the view that 
since society has given sanction to businesses to function in society, 
businesses have an obligation to give back to society. Wood (1991) observed 
that this notion developed at a time when corporations had unprecedented 
levels of power but had hardly demonstrated any social responsibility. Within 
this approach can be subsumed the theory of corporate citizenship and 
corporate social performance (CSP). The concept of corporate citizenship, 
based on a political metaphor, suggests that business is a part of society and 
hence needs to actively participate in societal processes (Moon, Crane & 
Matten, 2005). The strength of the corporate citizenship theory is that it 
overcomes the narrow functionalistic view of the role of business in society 
and Mele (2008) argued that in some contexts, corporations enter the arena of 
citizenship at the point of the government‘s failure to protect citizenship. 
The other notion of corporate social performance encompasses an 
action orientation and is defined as ―the configuration in the business 
organization of principles of social responsibility, processes of response to 
social requirements, and policies, programs and tangible results that reflect the 
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company‘s relations with society‖ (Wood, 1991, p. 693). This theory also 
maintains that apart from economic and legal responsibilities, businesses have 
responsibilities with regard to social problems, irrespective of whether 
businesses were the root cause of the problems or not. Essentially, these 
approaches argue that since business is situated within the larger context of 
society, it should establish ethical relations with society. 
The economic approach. On the contrary, the economic approach 
argues that corporations primarily have economic responsibilities and that 
their chief allegiance must be to shareholders and to maximizing shareholder 
wealth. This approach may be best exemplified by the belief of Adam Smith 
(as cited in Lantos, 2001), who argued that the ―invisible hand‖ of the 
capitalist market where each one works for the best interest of his or own self 
will ultimately work to solve society‘s problems. In this approach, businesses 
are seen as socially responsible as long as they fulfill the basic economic 
function they are expected to fulfill. Friedman (1970), who espoused the 
classical economic doctrine of free market and capitalism, argued against 
hoisting notions of social responsibility onto businesses, asserting that the 
social responsibility of business is to increase profits. However, Friedman 
(1962) also acknowledged that business should increase its profits ―so long as 
it stays within the rules of the game, which is to say, engages in open and free 
competition, without deception or fraud‖ (p. 133).  
The business case for CSR. More recently, the economic approach has 
morphed into the business case for CSR, which contends that being socially 
responsible is good for business. The World Business Council for Sustainable 
Development (2000) contended that CSR made good business sense. Lantos 
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(2001) argued that only strategic CSR—CSR activities that could bring benefit 
to the organization—was legitimate, while altruistic CSR—CSR practices that 
did not secure any benefit for business—was not. Similar studies that argued 
for engaging with CSR in order to generate benefits for both organization and 
society include Berger, Cunningham and Drumwright (2007), Bhattacharya, 
Korschun, and Sen, (2009), Carroll and Shabana (2010), Du et al. (2010), 
Drucker (1984), Husted and Salazar (2006), Kotler and Lee (2005), Lash and 
Wellington (2007), Laszlo (2008), McWilliams, Siegel, and Wright (2006), 
Miles, Munilla, and Darroch (2006), Porter and Kramer (2006), Prahalad 
(2004), Prahalad and Hammond (2002), Vogel (2005) and Waddock , 
Bodwell, and Graves (2002). 
However, a number of empirical studies conducted to establish the 
relationship between CSR and business returns (e.g., Aupperle, Carroll, & 
Hatfield, 1985; Cochran & Wood, 1984; McGuire, Sundgren, & Schneeweis, 
1988; Roman, Hayibor, & Agle, 1999; Waddock & Graves, 1997) revealed a 
mixed bag of findings. Nonetheless, Orlitzky, Schmidt, and Rynes (2003) 
conducted a meta-analysis of the research on CSR and business performance 
and concluded that despite the conflicting reports, there is a positive 
relationship between CSR and firm performance. 
A robust body of scholarly work on the business case for CSR examined 
the impact of CSR initiatives on various stakeholders. However, most of these 
studies, whether conducted in the fields of marketing or public relations, have 
focused on the customer stakeholder, largely attempting to profile the socially 
conscious consumer and to identify linkages between such a profile, brand 
perceptions, and purchase decisions (e.g., Becker-Olsen, Cudmore, & Hill, 
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2006; Bronn & Vrioni, 2001; David, Kline, & Dai, 2005; Kim, 2006; Menon 
& Menon, 1997; Tucker, Dolich, & Wilson, 1981; Wigley, 2008). However, 
even though employees have been recognized as a key organizational 
stakeholder (Bhattacharya, Sen, & Korschun, 2008; Kennan & Hazleton, 
2006; Wilson, 2000), there have been scant research on the effect of CSR 
practices on internal publics except for a few studies conducted mostly in the 
fields of organizational behavior and human resources management (e.g., 
Brammer, Millington, & Rayton, 2007; Rupp, Ganapathi, Aguilera, & 
Williams, 2005). This lacuna in CSR scholarship will be explored in greater 
detail later, as it informs one of the two foci of this study, which is to examine 
linkages between awareness of CSR practices and the relationship between 
organizations and employees. 
The stakeholder approach. This approach, proposed by Freeman 
(1984), confronted the economic approach‘s basic premise that the corporation 
needs to address the interests of only one stakeholder: the stockholder or 
shareholder. It also gave a face to the otherwise vague entity called society in 
the ethical approach. The stakeholder approach drew attention to the various 
stakeholders of a company-people who have a stake in the company and are 
affected by it one way or the other. According to the stakeholder approach, a 
business has responsibilities to all its stakeholders and, hence, its actions must 
take into account the wellbeing of each of these stakeholders (Clarkson, 1995; 
Donaldson & Preston, 1995). 
To summarize, the literature on CSR in the management domain has 
concerned itself predominantly with arguments for and against businesses‘ 
assumption of social responsibilities and appears to have converged on the 
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business case for CSR. However, often multiple approaches operate 
simultaneously within the same environment (Mele, 2008). Therefore the 
researcher did not select any specific approach to situate the examination of 
the broader conceptualization of CSR in India, lest it biased the slant of this 
study from the outset. Instead, these approaches were only considered as 
sensitizing concepts that informed the formulation of research questions. 
Furthermore, even though the concept of strategic CSR has generated a 
robust body of scholarship, research has only tangentially addressed the effect 
of CSR practices on employee stakeholders, even though studies have found 
that employees are crucial to realize organizational goals and objectives. Since 
one of the aims of this study is to fill this gap in literature, the study chose a 
stakeholder approach within which the study will examine the phenomenon of 
CSR from the perspective of employees.  
The following section will review literature from the fields of public 
relations as well as organizational communication not only because the 
business case for CSR can be realized only when an organization is able to 
communicate its CSR work to its publics but also because the fields of CSR 
practice and communication are closely interrelated. 
Research on CSR in Public Relations and Organizational Communication 
Public relations scholars (Heath & Ryan, 1989; Starck & Kruckeberg, 
2003) have argued that public relations practitioners should take leadership 
within organizations for the organization‘s social responsibility and moral 
consciousness. In the field of organizational communication, Cheney (2007) 
observed that scholars are stepping beyond traditional areas of research and 
are engaging with civic and social issues such as environmental degradation 
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and conservation, transnational labor organizing and poverty and 
homelessness. 
However, a recent trend appears to be questioning the relationship 
between CSR and PR as indicated by the PR Division‘s conference panel 
titled, CSR: Marriage or Divorce, at the annual conference of the International 
Communication Association held in 2010. Nevertheless, the fields of PR and 
organizational communication have generated a substantial body of 
scholarship on CSR that has discussed the issue of corporate social 
responsibility primarily from strategic and critical perspectives. 
The strategic perspective of CSR in the public relations field suggests 
that businesses can benefit from CSR by focusing on the communication of 
CSR to multiple publics. For instance, Dawkins (2004) pointed out that 
―communication often remains the missing link in the practice of corporate 
responsibility‖ (p.108) and Manheim and Pratt (1986) stressed the need for 
companies to capitalize on their CSR initiatives by communicating CSR 
efforts, targeted at influencing media, public and policy agendas. 
Hooghiemstra (2000) argued that corporate social reporting is a ―public 
relations vehicle‖ (p. 57) that can help create a competitive advantage by 
creating a positive image for the company. Meanwhile, Clark (2000) proposed 
a communication management approach linked to stakeholder theory to 
communicate CSR activities in managing corporation-stakeholder 
relationships while Coombs and Holladay (2009) discussed the 
institutionalizing of strategic CSR communication. Other scholars who have 
underscored the gains of communicating CSR to relevant publics include 
Birth, Illia, Lurati, and Zamparini (2008), Chaudhri and Wang (2007), 
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Dawkins and Ngunjiri (2008), Golob and Bartlett (2007), Reeves and 
Ferguson-DeThorne (1980), and Wang and Chaudhri (2009). Another set of 
closely related studies examined the effects of communicating CSR through 
the Internet (e.g., Capriotti & Moreno, 2007; Esrock & Leichty, 1998; Gill, 
Dickinson, & Scharl, 2008; Moreno & Capriotti, 2009; Tang & Li, 2009). 
A newly emerging stream of research examined the influence of CSR 
practice and history on organizations‘ crisis response strategies, albeit with 
mixed findings. Kim, Kim, and Cameron (2009) found that CSR efforts had 
limited effects in insulating a company before a crisis occurs. However, Kim 
and Yang (2009) and Vanhamme and Grobben (2009) found that a company‘s 
track record in CSR efforts could positively influence audience reactions to 
organizational crisis. Researchers have also found positive associations with 
regard to the impact of CSR on external stakeholders such as consumers (e.g., 
David et al., 2005; Kim, 2006; Wigley, 2008). 
However, public relations scholars such as L‘Etang (1994) criticized this 
utilitarian approach to CSR and argued that if ―corporations and their public 
relations consultants are motivated only by the self-interested desire to achieve 
publicity at the outset rather than out of a sense of duty or obligation to society 
then, on a Kantian account of morality, they are acting immorally‖ (p. 121). 
This criticism exemplifies a growing body of critical scholarship on CSR 
within the fields of public relations and organizational communication. 
Within the realm of critical scholarship, scholars have criticized state-
corporation collusion (Munshi & Kurian, 2007; Schwarze, 2003; Townsley & 
Stohl, 2003); others have pointed to scant attention on vulnerable publics in 
the CSR discourse (Cloud, 2007; Munshi & Kurian, 2007), effect of 
38 
 
globalization on indigenous peoples (Breen, 2007), and have argued for 
inclusion of diverse voices in corporate decision-making processes (Deetz, 
2003, 2007), among others.  
Munshi and Kurian (2007) drew upon postcolonial approaches and 
argued that contemporary CSR discourse is elitist and does not reflect the 
voice of the sub-altern. They highlighted three key omissions in CSR research: 
the relative neglect of the nexus between powerful corporations and the state, 
the limited way in which CSR discourse defines ‗social‘ disregarding the 
political dimensions of CSR, and the lack of focus on corporate accountability. 
Similarly, Schwarze (2003) critically examined corporate-state nexus 
and advocated critical publicity to keep a check on corporate-state 
irresponsibility. Townsley and Stohl (2003) also discussed the role of the state 
in ensuring that corporations act in socially responsible ways. They argued 
that despite the alleged weakening of nation states due to globalization, nation 
states and marginalized collectivities have ―the power to shape the operational 
rules of globalization, particularly because ―most global processes materialize 
in national territories.‖‖ (Sassen, as cited in Townsley & Stohl, 2003, p. 600).  
Cloud (2007) raised the Marxist argument that CSR is limited when 
conceptualized as a company‘s externally directed benevolence, and that 
perhaps the most important measure of a corporation‘s commitment to CSR 
can be seen in its treatment of workers. However, Cloud also argued that such 
an inclusive conceptualization would be contrary to the basic injustices of 
capitalism directed at workers, the environment, the poor and the victims of 
often-profitable wars. This perspective, that notions of CSR are essentially 
incompatible with capitalism constructed as a profit-maximization vehicle, 
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was also expressed by other scholars such as Zorn and Collins (2007). After 
the collapse of firms such as Enron and Arthur Andersen in the early years of 
the twenty first century, organizational communication scholars discussed 
issues of corporate social responsibility primarily from an institutional 
perspective (e.g., Deetz, 2003; Ganesh, 2003; Jacques, 2003; Lammers, 2003; 
Seeger & Ulmer, 2003).  
Management Communication Quarterly had an issue dedicated to the 
topic, Communication and Corporate Social Responsibility; and in the Forum 
introduction, May and Zorn (2003) argued that though media attention and 
public scrutiny on issues of CSR might wax and wane, CSR is, ―at its core, 
about the simultaneously contested and consensual nature of the relationship 
between organizations and culture(s)‖ (p. 595). In order to sustain interest in 
the topic, they suggested that scholars explore ―fundamental issues that enable 
and constrain the opportunities and challenges of creating 
organizations/cultures that are simultaneously productive and humane‖ (p. 
596). 
To summarize, the functionalist strategic perspective focused on a 
utilitarian view of CSR and considered CSR as an investment that brings, 
among others, reputational and relational benefits to organizations. However, 
from a critical perspective, scholars have questioned the motives behind the 
practice of corporate social responsibility, arguing that it is often a 
legitimizing front for globalization; this, in turn, has become a critique of 
capitalism itself. Finally, the institutional perspective took a broader view and 




While each of these perspectives holds merit, the researcher argues that 
the functionalist, strategic CSR perspective is rather inward-looking, often 
focusing attention only on reaping benefits for the organization and 
marginalizing benefits to organizational stakeholders. On the other hand, the 
critical perspective appears to do justice to organizational stakeholders arguing 
for the inclusion of diverse perspectives in CSR discourse and mounting an 
attack on deeper issues such as collusion between the state and corporations in 
matters of land acquisition and the displacement of indigenous peoples.  
This study adopted Christensen‘s (2007) view that a blanket portrayal of 
corporations as soulless adversaries is not fruitful and argued that any 
conceptualization of CSR that does not adequately recognize corporations‘ 
probable contributions to the social and environmental spaces within which 
they exist is blinkered and unilateral. This study adopted May and Zorn‘s 
(2003) suggestion that researchers explore fundamental issues that facilitate 
and restrain the possibilities of creating organizations that are both productive 
and humane. Accordingly, this study sought to examine corporate discourse on 
CSR in a way that avoids both extremes of eulogizing and disparaging CSR 
initiatives. 
The chapter has reviewed main areas of CSR scholarship in management 
studies and in the fields of public relations and organizational communication. 
It will now examine in detail a more focused area of CSR research drawn from 
management, human resources and public relations literatures: specifically, the 





Corporate Social Responsibility and Internal Stakeholders 
This section will first clarify the concept of stakeholders used 
predominantly in management literature (Freeman, 1984, 2010) and the more 
commonly used term publics in public relations literature (Grunig, 1992; 
Grunig & Hunt, 1984) before delving into a discussion of research that 
explored the influence of CSR on internal stakeholders. 
Definition of stakeholders. Freeman (1984) defined stakeholder as ―any 
individual or group who can affect or is affected by the actions, decisions, 
policies, practices, or goals of the organization‖ (p. 25). Many of the other 
definitions of stakeholder revolve around this definition such as Carroll and 
Bucholtz‘s  (2009) definition of a stakeholder as ―an individual or group that 
has one or more of the various kinds of stakes in the organization‖ (p. 84). 
However, Grunig and Repper (1992) argued that although the terms 
stakeholders and publics are often used synonymously in public relations, 
there is a distinction between the two concepts. Grunig and Repper concurred 
with the management definition of stakeholders as people who are affected by 
the decisions of an organization or whose decisions affect the 
organization.  On the other hand, they defined publics as a subset of 
stakeholders who become aware of the consequences that organizational 
decisions have on them and become active. This study took cognizance of this 
subtle difference in conceptualization of stakeholders and publics and, hence, 
chose to use the term stakeholder rather than public with regard to employees. 
Scholars such as Clarkson (1995) and Donaldson and Preston (1995) 
applied Freeman‘s (1984) stakeholder theory to CSR and argued that a 
stakeholder framework is essential to analyzing and examining an 
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organization‘s CSR efforts, because corporations primarily manage 
relationships with their stakeholders, and not with society. According to 
Clarkson (1995) a primary stakeholder group includes shareholders, investors, 
employees, customers, and suppliers, and a secondary stakeholder category 
comprises governments and communities. 
Importance of employee stakeholders. Scholars across different 
domains of organizational studies have acknowledged the importance of 
employee stakeholders (Aguilera, Rupp, Williams, & Ganapathi, 2007; 
Bhattacharya et al., 2008; Kennan & Hazleton, 2006; Wilson, 2000). Research 
has also found that establishing positive relationships with employees could 
increase their satisfaction with the organization, make them less prone to 
disrupt the mission of the organization (Cutlip, Center, & Broom, 2006; 
Grunig, 1992) and could also help to develop positive relationships between 
the organization and external publics (Rhee, 2004). 
Despite the importance accorded to the internal stakeholder group, 
Aguilera et al. (2007) argued that employees have received hardly any focus in 
CSR research agendas. Harrison and Freeman (1999) reviewed six research 
papers dealing with stakeholders, social responsibility and performance and 
called for more fine-grained ideas about each stakeholder group. However, 
instead of examining multiple groups, studies have focused on the customer 
stakeholder, both in management (e.g., Becker-Olsen et al., 2006; Du et al., 
2007; Menon & Menon, 1997; Tucker et al., 1981), as well as in public 
relations research (David et al., 2005; Kim, 2006; Wigley, 2008). 
Scholars in organizational studies have called for greater focus on 
examining the importance of engaging with employees in the context of 
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building CSR agendas of organizations (Berkley & Watson, 2009; Nord & 
Fuller, 2009). Further, May (2008) urged scholars and practitioners of public 
relations to reduce the excessive attention on external stakeholders within the 
strategic CSR paradigm and to focus more on the ethical engagement of 
employees, because if CSR has to create enduring benefits for society, then 
organizations must first turn their attention to employees, as they ―comprise 
the corporate culture which must reconstruct corporate strategy, operations, 
and decision-making to prioritize social issues‖ (p. 375). 
CSR and employee stakeholders. Despite the importance accorded to 
employees in building the CSR agenda, a thorough and extensive examination 
of literature in marketing, human resources management, organizational 
behavior and public relations revealed that only a few studies, discussed 
below, have studied the impact of CSR on employees. Most of these studies 
have been conducted in the internal marketing and human resources 
management domains. Within this multidisciplinary body of work, three main 
areas of scholarship are evident. First, a substantial amount of scholarship has 
focused on examining the attractiveness of organizational CSR practices to 
prospective employees or job seeking populations (e.g., Albinger & Freeman, 
2000; Greening & Turban, 2000; Turban & Greening, 1996). Scholars such as 
Cacioppe, Forster and Fox (2008) and Sen, Bhattacharya and Korschun (2006) 
found that an organization‘s CSR record is positively related to various 
stakeholders‘ intention to buy products from, to join and invest in, an 
organization. Others (Bhattacharya et al., 2008; Coldwell, Billsberry, van 
Meurs, & Marsh, 2008) found that CSR activity could exert a positive 
influence in attracting and retaining employees. 
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Second, research has focused on exploring the influence of CSR 
practices on current employees. Within this category, research has focused 
mostly on CSR and employee volunteering (deGilder, Schuyt, & Breedijk, 
2005; MacPhail & Bowles, 2009; Muthuri, Matten, & Moon, 2009; Wilson, 
2000), the positive influence of CSR practices on employee commitment 
(Brammer et al., 2007; Collier & Esteban, 2007; Peterson, 2004; Tuffrey, 
2003), and the effect of CSR on employee satisfaction (Gavin & Maynard, 
1975; Valentine & Fleischman, 2008), among others. 
Third, and most relevant to this study, research has started to focus on 
CSR initiatives in the context of building relationships between the 
corporation and its multiple stakeholders. Du, Bhattacharya, and Sen (2010), 
and Bhattacharya et al. (2009) argued that CSR initiatives could not only lead 
to favorable stakeholder attitudes and behavioral intentions, but could also 
strengthen company-stakeholder relationships in the long run. Aguilera et al. 
(2007) also argued that one of the drivers that motivate corporations to be 
socially responsible is relational, because CSR initiatives help to foster 
positive relationships within organizations. 
However, these three studies have only presented conceptual models of 
the probable influence of CSR practices on strengthening internal 
relationships. Therefore, this study built on the conceptual argument in the 
three studies and empirically explored the influence of CSR practices on 
fostering internal relationships. Also, the studies discussed above are situated 
within the fields of management and internal marketing. The field of public 
relations has developed its own body of scholarship around the relationship 
management theoretical framework (Ledingham & Bruning, 2000; 
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Ledingham, 2003) which has been recognized as one of the most important 
theoretical paradigms in public relations research (Gower, 2006; Sallot, Lyon, 
Acosta-Alzuru, & Jones, 2003). Therefore, this study explored the influence of 
CSR practices on internal relationships within the relationship management 
perspective in public relations, which will be discussed later.  
This concludes the review of literature primarily from Euro-American 
bodies of knowledge on CSR. The chapter has so far reviewed the myriad 
terminologies, definitions and approaches to CSR and has chosen Carroll‘s 
definition of CSR. It also critically analyzed the quintessential debates over 
CSR from both management and public relations/communication literatures, 
presenting strategic and critical perspectives, and has chosen to analyze 
corporate discourse on CSR in India in a way that avoids both unrestrained 
admiration and blind criticism of CSR initiatives. Furthermore, this chapter 
reviewed a specific area of CSR scholarship within the business case for CSR, 
the effect of CSR practices on employees, identified gaps in the literature and 
chose to explore the influence of CSR practices on internal relationships 
within the relationship management perspective in public relations. Turning 
from global scholarship on CSR, the chapter will review the relatively modest 
but emerging literature on CSR in Asia. 
CSR in Asia 
Scholars such as Chambers et al. (2003), Sriramesh et al. (2006) and 
Whelan (2007) noted that although there is substantial academic literature on 
CSR, much of the research has been generated primarily in North America and 
Europe. CSR in Asian business contexts has garnered far less research 
attention. This situation is unfortunate, given that conceptualizations of CSR 
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often exist at the interstices of business, government and civil society specific 
to individual countries, and are often deeply embedded within specific social 
and cultural contexts (Welford, 2005; Whelan, 2007; Visser, 2008). Hence 
there is a need to generate more literature on CSR as practiced in other regions 
of the world. Asia has garnered much global attention in the late twentieth and 
early twenty first centuries, especially with China and India sharing almost 
half the world‘s population, leading world economic growth and offering one 
of the fastest growing consumer markets across the globe (www.eiu.com, 
India and China Country forecasts, 2010). However, Asia as a region is not a 
homogenous set of countries but is, instead, an immensely diverse region 
culturally, politically, socially and geographically and, hence; any research 
must be carried out within specific national contexts (Whelan, 2007). 
A review of the existing literature on CSR in Asia reveals that there have 
been predominantly two types of research studies. The first comprise 
comparative studies, comparing various Asian countries (e.g., Chambers et al., 
2003) and comparing Asian countries with countries in Europe and North 
America (e.g., Welford, 2005), and the second consists of research on the 
conceptualization of CSR in specific countries such as Japan (e.g., Fukukawa 
& Moon, 2004). Since this study focused on the conceptualization of CSR in 
one specific country, India, and since each Asian country is marked by its 
unique social, cultural and political characteristics, this section will not review 
the country-specific studies, but will review some of the comparative studies 
that offer interesting insights into the way business is conducted in the region. 
Whelan (2007) explored CSR in East and South East Asia primarily 
from a Confucian perspective and covered Japan, South Korea, Taiwan, Hong 
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Kong, Singapore, Thailand, Malaysia, Indonesia, the Philippines and China. 
Whelan discussed basic Confucian principles such as the importance of 
familial relationships, welfare, stability and harmony of society, and 
subordination to authority, and argued that perhaps the most obvious way in 
which a Confucian ideal manifests itself in the Asian business world is evident 
in the importance placed on relationships in Asian business networks, 
especially on the fundamental relationship that exists between the ideas of 
family and business throughout much of Asia. The study contended that 
because of this focus on relationships, stakeholders other than shareholders are 
held in high esteem, manifested in concepts such as lifetime employment and 
the paternalistic relationship between employer and employee. The importance 
accorded to group harmony and cohesion are exemplified by Japanese 
keiretsu, a group of companies that regularly deal with each other and hold 
shares in each other and Korean chaebol, conglomerates consisting of many 
related companies. 
Chambers et al. (2003) carried out another comparative study that 
investigated CSR reporting in Asia by analyzing websites of the top 50 
companies in seven countries including India, Indonesia, Malaysia, the 
Philippines, Singapore, South Korea and Thailand. The study found that India 
ranked first both in terms of penetration and its extensive reporting of CSR 
practices. Welford‘s (2005) study assessed CSR policies based on 
international conventions, codes of conduct and industry best practices, among 
large listed companies in 15 countries in Europe, North America and Asia. 
The study found that companies in Asia had fewer policies on internal aspects 
of CSR (such as equal opportunity and fair wages) compared with European 
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and North American companies, while there was hardly any difference in 
policies relating to external aspects of CSR (such as fair trade and indigenous 
peoples). 
Though this section does not cover country specific studies, it will 
review Sriramesh et al.‘s (2006) study of CSR in Singapore because it was one 
of the few country specific studies that examined CSR from a public relations 
context and because the researcher relied heavily on that study to 
conceptualize the parameters of this research. Sriramesh et al. (2006) explored 
perceptions about CSR among 512 corporate executives and examined CSR 
practices of 74 corporations in Singapore and found that practice revolved 
mostly around philanthropy. They also identified the government and the 
corporations as the key drivers of CSR in Singapore. 
Compared to other Asian countries, Japan appears to have received more 
attention on CSR research (e.g., Fukukawa & Moon, 2004; Wokutch & 
Shepard, 1999; Wokutch, 1990). Fukukawa and Moon (2004) investigated the 
Japanese model of CSR by analyzing CSR reporting on websites of the top 50 
Japanese companies and found that, compared to earlier research, there was 
substantial growth and consolidation of CSR, especially in areas of 
environmental responsibility and community involvement. Examples of other 
country-specific CSR studies include China (Bendell & Cohen, 2006), 
Indonesia (Blowfield, 2004), Malaysia (Zulkifli & Amran, 2006), Taiwan (Po-
Keung, 2008) and Thailand (Kraisornsuthasinee & Swierczek, 2006). 
In addition to exploring CSR embedded within specific local contexts, 
research has also investigated globalization as a possible driver of CSR in Asia 
(Chambers et al., 2003; Wokutch, 1990). Wokutch‘s (1990) research was 
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motivated by Japan‘s substantial investment in America and the subsequent 
need for American companies to understand the Japanese management style 
including its unique features of CSR such as life time employment and its well 
known occupational safety and health practices. 
The review of literature of CSR in Asia revealed that most research in 
the region was focused on East and South East Asian economies, economies 
that are primarily driven by principles of Confucianism and Japan, considered 
an outlier in the practice of CSR. However, in India, home to the religions of 
Hinduism, Buddhism, Jainism and Sikhism, CSR was not primarily motivated 
by Confucianism but by other Eastern philosophical orientations. Now the 
chapter will review literature on CSR from India—the primary focus of this 
study. 
CSR in India 
Carroll (1999, 2008) argued that although a sizable body of literature on 
CSR has accumulated in the United States, it is possible to see footprints of 
CSR practice throughout the world. Indeed, research has found that the 
practice of CSR in India has had a long and distinguished history in India with 
distinct similarities and differences compared to the West (Balasubramaniam, 
Kimber, & Siemensma, 2005; Krishna, 1992; Mohan, 2001; Sundar, 2000). 
Similarities extend to religious beliefs and sentiments associated with capital 
accumulation, wealth and its social consequences and the setting up of trusts 
and foundations by wealthy industrialists. However, there are distinct 
differences in the conceptualization of CSR in the West and India. This 
section of the chapter attempts to summarize and synthesize some of these 
unique features of CSR in India under three subsections. The first sub-section 
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will discuss the concepts of dharma and karma and socio-cultural traditions of 
giving and sharing in India, while the second sub-section will present the 
history of CSR in India and the third sub-section will cover current research 
on CSR in India. 
The Concept of Dharma and an Ethos of Giving 
Sundar (2000) argued that one of the key differences in the 
conceptualization of CSR in India and the West was that in India, CSR is 
shaped by the country‘s distinctive socio-cultural norms and traditions. These 
traditions include concepts of dharma and karma and its pervading ethos of 
giving. Pio (2005) applied the Eastern perspective to CSR in India drawing 
insights from ancient texts such as the Vedas, Upanishads, Puranas, Shastras, 
Bhagvadgita and the Pali Tipitaka. From these texts, Pio identified nine core 
principles that could have influenced Indian conceptualizations of CSR. These 
included Bhakti or devotion, Dharma or righteous duty, Guru-shishya or 
teacher-student relationship, Karma or costs and benefits of one‘s actions, 
Mindfulness or meditative awareness, Puja or ritual devotional worship, 
Rational compassion the ability to be strong yet gentle, rational yet 
compassionate, Reverence for life including non-injury, related to Ahimsa or 
non-violence and Web of interdependence, the interconnectedness of all things 
and consciousness of one‘s larger responsibility to the universe. Pio applied 
these nine principles to a case study in India and demonstrated their usefulness 
in examining notions of CSR from an Eastern perspective. The researcher 
focused on the notion of dharma and karma as they have been most widely 
discussed in the context of CSR by other scholars such as Sharma and Talwar 
(2005) and Das (2009).  
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The following excerpt from Pio‘s research article discussed the notion 
of dharma: 
Dharma or righteous duty (proper behavior, right conduct, right 
endeavor) is derived from the root dhr, which means to uphold, 
maintain, sustain and keep in balance. It is the right way to maintain 
order and balance in the universe. As long as every element in the 
cosmos, the sun, rain, animals, plants and humans act according to their 
dharma, the order and balance is maintained. (p.68) 
On the other hand, the concept of karma represents the fruit of one‘s 
actions. It links one‘s present actions to one‘s future state of being and is not 
simply related to one‘s destiny. Hence, it is an active concept wherein 
individuals have the capability to create reality by their mental models and 
behaviors, and these dividends keep coming back to them. Pio found strong 
linkages between these concepts and the practice of CSR in the Indian context. 
Similarly, Gurcharan Das, who studied philosophy and Sanskrit in 
university and later became the CEO of the multinational company, Procter & 
Gamble India, explored the notion of dharma in the context of being ―good‖ 
through an examination of the Indian epic, the Mahabharata. Das (2009) 
noted that the word dharma has multiple meanings such as equating it with the 
law and with rituals. However, in the context of this study on CSR, the 
researcher chose to examine the notion of dharma as ‗righteousness‘ (Das, 
2009, p. 75). 
Based on an examination of the Mahabharata, Das (2009) offered 
multiple reasons to ‗be good.‘ First, he discussed the notion of dharma based 
on a sense of duty that resonates with Kantian deontological ethics in Western 
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philosophy. In this perspective, dharma is instinctive and is embedded in an 
individual‘s character. Second, Das explored the notion of dharma based on 
the consequences of human action and drew parallels to Utilitarianism in 
Western philosophy. In this view, the practice of dharma leads to good karma, 
because good acts produce good consequences. Third, and perhaps of most 
relevance to this study, dharma yields good fruits not only for the individual 
but also for society. Das compared this perspective to indirect utilitarianism 
that judges an act by its consequences and the intentions behind the act. 
Fourth, dharma disciplines the pursuit of desires and provides balance to 
human lives. Das compared this notion with virtue ethics that connects virtue 
with character and fulfilling the purpose of human life. Fifth, dharma can be 
grounded in self-interest without being amoral. Das drew parallels between 
this idea and the notion of reciprocal altruism wherein good behavior is 
similarly reciprocated. Das concluded that the notion of dharma as it emerged 
from the Mahabharata was complex and plural. This plurality places great 
demands on one‘s reasoning. However, dharma is expected to help people 
achieve balance among various conflicting desires and may be fruitfully 
applied in the context of a corporation‘s social responsibility as well. Other 
scholars who explored and applied concepts in Hindu philosophy to CSR 
include Sharma and Talwar (2005), Shah and Bhaskar (2008) and Sharma et 
al. (2009). 
Another key characteristic of Indian society is that it has been pervaded 
by an ethos of giving (Mitra, 2007; Sundar, 2000). The researcher reviewed 
some of these notions of giving present in the ancient scriptures of India and 
applied them in the context of current conceptualizations of CSR. Specifically, 
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the researcher reviewed the concept of giving as discussed in the 
Mahabharata, one of India‘s ancient epics. One of the most pertinent 
discussions on giving is set within the context of a conversation between two 
important characters in the Mahabharata: Yudhisthira, a prince, and Bhishma, 
one of the wisest elders in the epic. Bhishma, in response to Yudhisthira‘s 
question on the most distinguished of gifts said: 
Assurance to all creatures of love and affection and abstention from 
every kind of injury, acts of kindness and favor done to a person in 
distress, gifts of articles made unto one that solicits with thirst and 
agreeable to the solicitor‘s wishes, and whatever gifts are made without 
the giver‘s ever thinking about them as gifts made by him, constitute, the 
highest and best of gifts. (Anusasana Parva, Book 13, Section LIX, 
Mahabharata, as cited in Ganguli, 2008, p. 289) 
When examined carefully in the background of current 
conceptualizations of CSR, two themes emerge from the above quote: the 
themes of sustainability and philanthropy. By assuring all creatures (or 
―stakeholders,‖ in the parlance of modern management) of love and affection, 
and abstention from every kind of injury (this could translate into developing 
harmonious relationships and not harming stakeholders), acts of kindness and 
favor done to a person in distress, gifts of articles made unto one that solicits 
with thirst and agreeable to the solicitor‘s wishes (philanthropy that addresses 
the needs of the one who solicits) and whatever gifts are made without the 
giver‘s ever thinking about them as gifts emanating from him (i.e., altruistic 
giving), constitute the highest and best of gifts. In other words, developing 
harmonious relationships with all your stakeholders and practicing altruistic 
54 
 
philanthropy that correctly addresses the needs of the receiver, is the best form 
of giving. However, Bhishma went on to say that ―without doubt, gifts rescue 
the giver from all his sins‖ (Anusasana Parva, Book 13, Section LIX, 
Mahabharata, as cited in Ganguli, 2008, p. 290). In other words, giving is not 
considered a pure act of altruism. Through the act of giving, the giver hopes to 
be rescued from the effects of all his other sins, which can be translated to the 
critical perspective of CSR which argues that corporations engage in CSR to 
redeem themselves from the sins they commit on human and natural 
environments. 
Further, Sharma and Talwar (2005) compared modern CSR approaches 
to Vedic approaches and endorsed that many hymns explain that whatever is 
given to society, returns to the giver several times. These rewards can be 
enjoyed in this life and the next—a notion that could point to the modern-day 
idea of the long-term effects of being socially responsible.  
This very brief discussion of a sample of teachings on Hindu notions of 
dharma, karma and gift-giving from the ancient literatures provides a 
rudimentary background and context to understanding modern-day 
conceptualizations of social responsibilities of businesses in India. The next 
section will trace the history of CSR in India. 
History of CSR in India 
Mitra (2007) traced the concept of CSR to Vedic times, identified it in 
Mahatma Gandhi‘s trusteeship theory and studied current trends and practices 
in India. Sundar (2000) identified four phases of business philanthropy in 
India, from 1850 to 1914; 1914 to 1960; 1960 to 1970; 1980s to 1990s. This 
section on the history of CSR in India will draw heavily from Mitra (2007) 
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and Sundar (2000). Mitra (2007) argued that India has had a rich history and 
tradition of social responsibility of merchants and bodies of commerce dating 
back to the days of the ancient guilds. In ancient times, guilds, which were 
essentially similar to modern-day trade unions, existed to ensure the wellbeing 
of its members. They set down principles and codes of conduct to guide 
apprentices in the practice of the trade. The guilds also helped families of 
members, their primary stakeholders, in times of need. The guilds also 
engaged extensively with their secondary stakeholders by helping the 
community in times of need as well as contributing to the regular welfare of 
the community by building temples, shelters for the poor etc. Similarly, Shah 
and Bhaskar (2008) reviewed literature on economic organizations in ancient 
India and contended that businessmen in ancient days were socially 
responsible and contributed to the welfare of primary stakeholders as well as 
that of society. 
Sundar (2000) identified four phases of business philanthropy in India. 
During the early years of industrialization (1850 to 1914), India adopted a 
more Western form of philanthropy as newly-rich business families set up 
trusts and institutions such as schools, colleges, hospitals and museums. 
Examples included the Gujarati and Parsi business communities of Bombay 
led by Jamshetji Jejeebhoy, Jamshedji Tata and Sir Dinshaw Petit. She 
compared this phase of Indian philanthropy to the times of Andrew Carnegie 
and Henry Ford in the United States.  Lala (2004) wrote that these wealthy 
Indian business philanthropists established prestigious institutions of learning 
and research, including the Tata Institute of Social Sciences and the Tata 
Institute of Fundamental Research as part of their philanthropic activities. 
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Sundar (2000) labeled the years of the Indian freedom struggle and 
independence (1914-1960) the second phase of business philanthropy, marked 
by the close association between industrialists and the nationalist movement. 
She noted that because the British regarded domestic Indian businesses with 
open hostility, Indian businesses were spurred to develop close ties with 
India‘s main political party, the Congress. Not only did the industrialists give 
generously to the freedom struggle, they also contributed to various social and 
cultural causes associated with the nationalist movement, such as the cause of 
untouchables and rural development. After independence, several businesses 
helped to create higher institutions of scientific and technical research and art 
academies. But the motives behind such initiatives were attributed more to 
enlightened self-interest than to purely philanthropic notions. Palsetia (2005) 
found that most studies on gifting in India sought to explore the moral, social, 
political and economic linkages of gifting related to issues of legitimacy. 
During this phase, Narayan (1966) chronicled Gandhi‘s theory of 
trusteeship that had a direct bearing on the concept of CSR. According to 
Gandhi, the concept of trusteeship gave the capitalist the right to accumulate 
and maintain wealth, using it to benefit society. Renold (1994) noted that 
Gandhi believed that the wealthy should not be forced into sharing their 
wealth, but that they should do so voluntarily. Mitra (2007) argued that 
Gandhi was influenced by both John Ruskin and Hindu philosophy in his 
concept of CSR as trusteeship. Gandhi wrote in his autobiography that by 
studying the Gita, a Hindu religious and philosophical text, and the rules of 
equity in English law and the concept of ‗trustee‘ became clear to him: 
―Individual property is the rule in the West. Corporate property is the rule in 
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the East.‖ He spoke in the context of the joint family system, which was the 
predominant form of business ownership in the first half of the twentieth 
century (Ghosh, 1974). 
According to Sundar (2000), the next phase of business philanthropy 
from1960 to 1980 was marked by state-led development. This phase was 
characterized by the socialist vision of growth with equity, social justice and a 
self-reliant democratic state built on the foundation of science and technology. 
The restrictive strategies of import substitution, foreign exchange control, 
industrial license and quota systems, combined with a corrupt bureaucracy led 
to an increase in corporate malpractice and tactics for survival and profits. 
These factors, combined with society‘s anti-capitalist mindset, created a 
feeling of mistrust towards the Indian business class. High taxes to finance 
state-led development led to a disinclination on the part of businesses to 
contribute private money for public benefit. Although this period saw the 
setting up of many charitable trusts, many of these were motivated by tax 
planning and its corollary, tax evasion. This socialistic period was thus marked 
by an increase in government-led development and a decrease in business 
philanthropy.  
Nonetheless, Narayan (1966) observed that debates and discussions on 
the social responsibilities of business were on the rise and led to two seminars 
on CSR in India in 1965 and 1966. The seminars were important in that they 
led to a renewed definition of social responsibility of an enterprise as a 
responsibility to itself, its customers, workers, shareholders and the 
community. Sundar (2000) observed that businesses were promoting social 
and ethical goals along with economic goals for reasons other than 
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philanthropy. They were motivated primarily by the need for survival and to 
make government controls unnecessary. Increasing unemployment and the 
inability of the government to provide sufficient social welfare threatened 
profitability and this shift towards corporate philanthropy was essential in 
protecting business interests as well as in restoring the power and prestige of 
businesses. 
The last phase, Sundar (2000) contended, was around the years of 
economic liberalization from the 1980s to the 1990s.  The decade leading to 
economic liberalization and the decade thereafter was a vibrant period for 
Indian businesses with a dynamic corporate sector and a variety of approaches 
to social development. Rothermund (2000) noted that Indian businesses 
became more exposed to competition, both domestic and foreign, and that this 
phase of Indian business, recently released from the oppressive policies of the 
licensing regime, was marked by increased productivity and profitability.  
Sethi (1984) observed that the 1980s was also marked by the emergence 
of new grassroots non-governmental organizations (NGOs), which mobilized 
large sections of society against national and transnational projects. They 
protested against the construction of dams and the subsequent displacement of 
communities and the patenting of life forms and plant genetic materials, which 
could impinge on farmers‘ rights.  
Around this time, issues of growth, productivity, effective management 
and the social responsibilities of business acquired increasing importance in 
Asia, including India. This culminated in the Asian symposium on the social 
responsibility of business organized by the Asian Productivity Organization 
(APO) in 1983. 
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Sundar (2000) noted that socially, India was plagued by problems such 
as poverty, illiteracy, lack of access to basic health services and potable water, 
shrinking forest cover, environmental pollution, child labor, and 
discrimination against girls. Sundar argued that a combination of extreme 
social need, limited public finance, together with improved returns to industry, 
a pro-business environment, and the emergence of a strong civil society, called 
for increased initiatives in social work on the part of the business community.  
To summarize, studies have traced social responsibilities of business and 
commerce in India to the merchant guilds of ancient times; and more recently, 
CSR has been studied as four distinct phases in the evolution of business 
philanthropy in India. During the evolution of traditional business 
philanthropy, the concepts of trusteeship and CSR also emerged.  The 
historical analysis also showed the influence of a number of factors on the 
evolution of CSR thought and practice in India, including diverse societal, 
ideological and regulatory forces linking business, government and civil 
society together. Now the chapter will review current studies of CSR in India. 
Current Research on CSR in India 
Despite rich traditions and an ethos of giving from ancient times and a 
long history of CSR practice (Krishna, 1992; Mitra, 2007; Shah & Bhaskar, 
2008; Sundar, 2000), academic research on CSR in India is still in its infancy, 
with a few promising avenues of research. These include studies of CSR 
related primarily to Gandhi‘s trusteeship theory (Gopinath, 2005; Kumar et al., 
2001), studies that argue for a strategic approach to CSR (IBEF, 2004; Mitra, 
2007; Prasad, 2005) and studies that adopt a critical view of CSR mostly from 
a developmental perspective (Bhushan, 2005; Prieto-Carron et al., 2006).  
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Before reviewing these specific bodies of work, the section will first 
review work by some of the leading scholars in the field who have collated 
extant literature and discussed among other matters the history of CSR in India 
and key drivers of CSR (Arora & Puranik, 2004; Kumar et al., 2001; Lee, 
2010; Sood & Arora, 2006). In addition to scholarly work, management 
consultant organizations and NGOs have also collated research reports on 
CSR (e.g., Assocham-KPMG, 2008; Partners in Change, 2004). 
Arora and Puranik (2004) compiled an overview of CSR in India and 
argued that community development plays a key role in the Indian CSR 
agenda and that the transition from philanthropy to CSR has not yet been 
achieved. Further, they questioned whether the CSR agenda as constituted in 
the West is appropriate to the needs and priorities of developing countries. 
Kumar et al. (2001) went a step further and proposed that four models of CSR 
are applicable to India. These are: 
(1) The ethical model, based on Gandhi‘s trusteeship theory that called 
for voluntary commitment to public welfare based on ethical awareness 
of broad social needs; 
(2) The statist model, based on the state-driven policies, including state 
ownership and extensive corporate regulation and administration 
pursued by Nehru, independent India‘s first Prime Minister; 
(3) The liberal model, based on Milton Friedman‘s conceptualization of 
CSR as primarily focused on owner objectives; and 
(4) The stakeholder model based on Freeman‘s concept of stakeholder 




Scholars have shown considerable interest in exploring the ethical model 
of CSR, especially Gandhi‘s trusteeship theory (Gopinath, 2005; Kumar et al., 
2001; Pachauri, 2004). Gopinath (2005) explored Gandhi‘s concept of 
trusteeship as a foundation for conceptualizing CSR. According to the concept 
of trusteeship, the capitalist has the right to accumulate and maintain wealth 
and to use that wealth to benefit the larger society. Gopinath argued that this 
concept of trusteeship is based on the notion of sarvodaya, meaning universal 
uplift or welfare for all. He further argued that sarvodaya goes further than 
utilitarianism, which is founded on the welfare of the greatest number. 
Gopinath applied Gandhi‘s concept of individuals-as-trustees to organizations, 
and argued that trusteeship requires running the organization in such a way 
that, in addition to its basic economic purpose, the organization acknowledges 
for itself a larger role in society aimed at bettering the welfare of those within 
the community. 
A growing body of scholarship has also explored the notion of CSR 
from a strategic perspective. Prasad (2005) argued that CSR is like any other 
investment decision involving a trade-off between present cost and future 
long-term benefits and noted that Indian businesses do not engage in strategic 
CSR.  Prasad identified five key dimensions to ensure that CSR remains 
strategic and argued that centrality, the extent to which the CSR activity is 
central to the organization‘s mission and goals, and visibility, the extent to 
which the CSR activity portrays the organization as a responsible citizen, are 
key factors in defining strategic CSR. Research also found that in India, the 
CSR agenda is conceptualized and driven by founder and top management 
(Lee, 2010; Sood & Arora, 2006). 
62 
 
Mitra (2007) found that the new crop of companies in the information 
technology (IT) sector in India engages in social responsibilities that matter 
most to them. For instance, the IT sector invests heavily in education, an 
investment that directly impacts the industry as skilled manpower is perhaps 
the most critical raw material in the IT and IT-enabled service industries. 
Other studies that reported a strategic form of CSR in India include Khan and 
Atkinson (1987), who conducted a comparative study on managerial attitudes 
to CSR in India and Britain and found that both Indian and British respondents 
believed it was important for firms to pursue social and economic goals. 
Similarly, India Brand Equity Foundation in its report (2004) found that CSR 
is increasingly making business sense in India. Companies are creating new 
growth markets for the future and creating new growth niches while focusing 
on their own area of expertise. Similar studies that reported a strategic focus to 
CSR in India included Balasubramaniam et al. (2005), Chahoud et al. (2007), 
Mehra (2006) and Mohan (2001). 
Contrary to the perspective taken by these studies that argued for or 
support the business case of CSR in India, a small number of studies have 
focused on critical scholarship in CSR from a developmental perspective. 
These studies questioned the relationship between business and poverty 
alleviation, power and participation, and the diminishing role of government in 
the CSR space (e.g., Prieto-Carron et al., 2006). More specifically, Bhushan 
(2005) interrogated practices of CSR in India and argued that companies have 
not even started to think about contribution of CSR to development and 
poverty alleviation. Bhushan identified key CSR challenges in India that 
included getting businesses to meet basic ethical obligations and incorporating 
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discussions of corporate accountability and liability into CSR discourse, 
especially with regard to issues such as land and livelihood alienation and 
pollution of local resource bases without any betterment in the lives of local 
communities. 
However, it is interesting to note that research on CSR in India from a 
public relations or communication perspective has been sparsely populated. 
Some of these few studies explored reasons for communication of CSR 
(Wanderley, Lucian, Farache, & Filho, 2008; Lattemann, Fetscherin, Alon, Li, 
& Schneider, 2009) while others argued for a utilitarian reason to engage in 
CSR (Chaudhri & Wang, 2007; Sagar & Singla, 2004). 
Chaudhri and Wang (2007) examined the corporate websites of the top 
100 IT companies to ascertain how they communicated their CSR efforts and 
found that many do not leverage their web sites to their advantage; the authors 
felt it was a mistake not to do so as CSR communication can serve as a basis 
for dialogue with stakeholders to cultivate mutual trust. Similarly, Sagar and 
Singla (2004) argued that CSR can be used to forge trust between corporations 
and their publics and illustrated this with the examples of Indian corporate 
groups such as the Tatas, Birlas, Mahindras and the public sector. They further 
argued that the most important factor driving CSR in India is the desire to be 
seen as good corporate citizens, which may explain why CSR initiatives were 
handled by the public relations department in 58% of the corporations studied. 
The review of research on CSR in India has shown that the historical 
perspective has been well documented (e.g., Mitra, 2007; Sundar, 2000). 
Current research leans towards examining the construct of strategic CSR 
(Balasubramaniam et al., 2005; Mehra, 2006; Prasad, 2005), examining the 
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trusteeship theory of Gandhi (Gopinath, 2005; Pachauri, 2004) and, to a lesser 
extent, exploring critical aspects of CSR (Bhushan, 2005; Prieto-Carron et al., 
2006). Most of the literature on CSR practices in India have largely chronicled 
key activities under the banner of CSR, gathered case studies of public-private 
partnerships, and adopted either a strategic or a critical perspective of CSR. 
There is a need for richer qualitative research that goes beyond that, to 
examining the deeper issues underlying the contradictions, paradoxes and 
tensions in corporate CSR discourse, without adopting a fundamentally 
supportive or critical stance towards the concept and practice of CSR. 
Furthermore, Balasubramaniam et al. (2005) highlighted the need for more 
fine-grained qualitative research that will generate a richer understanding of 
the concept of CSR as constructed in current Indian contexts. Therefore, this 
study sought to understand the meaning of corporate social responsibility as 
constructed by the dominant social actors on the CSR stage in India—leaders 
and senior managers in large corporations that are known to be socially 
responsible in India. This will give a richer and deeper understanding of 
corporate conceptualizations of CSR in India from a macro perspective. 
However, a holistic understanding of the phenomenon of CSR will be 
incomplete without exploring the effect of CSR from the perspective of at 
least one key organizational stakeholder. Earlier sections in this chapter 
highlighted a missing link in mainstream CSR research: the effects of CSR 
practice on employee stakeholders. This lack of focus on employees in global 
CSR research was evident in CSR scholarship in Asia and India as well. This 
is surprising given that research on CSR in India has focused much attention 
on the business case for CSR (Mehra, 2006; Mitra, 2007; Prasad, 2005). 
65 
 
Moreover, even though India may not currently face a shortfall in manpower, 
high levels of employee attrition is a problem in India‘s information 
technology (IT) sector, one of the key engines of India‘s economic growth 
(Arora & Bagde, 2006; www.eiu.com, India country forecast, 2010). 
Accordingly, the study examined the correlation between awareness of CSR 
practices and the employee-organization relationship, from the perspective of 
employees in the IT sector in India.   
This concludes the review of literature on CSR theorizing drawn from 
Euro-American, Asian and Indian bodies of scholarship and highlighted gaps 
in scholarship that this study aims to fill.  The chapter will now discuss the 
theoretical frameworks of this study drawn from the field of public relations 
and interpersonal communication. Specifically, the chapter will review 
postmodern theories applied to public relations practice and research and the 
dialectical approach drawn from interpersonal communication, frameworks 
within which the corporate discourse of CSR will be examined. The chapter 
will also review the relationship management framework from public relations 
within which this study will examine linkages between awareness of CSR 
practices and relationship with employee stakeholders. 
Postmodern Theories in Public Relations 
Public relations scholars who have assessed the state of public relations 
research (Gower, 2006; McKie, 2001; Sallot et al., 2003) have pointed to the 
lack of a dominant paradigm in this field; the closest possible paradigm, if it 
could properly be identified as such, was excellence theory (Grunig, 1992), 
followed by relationship management theory (Ledingham & Bruning, 2000; 
Hon & Grunig, 1999), both of which were well situated within modernist 
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frameworks of management. The scholars called for newer and fresher 
perspectives such as postmodernism, critical/cultural approaches, and 
complexity theory to examine the theory and practice of public relations. 
This call for different perspectives evoked considerable response that 
fell largely within postmodernist (Dutta-Bergman, 2005; Holtzhausen, 2000; 
Mickey, 1997; Schultz, 1996; Tyler, 2005; Zompetti & Moffit, 2008) and 
critical/cultural paradigms (Berger, 2005; Brown, 2006; Curtin & Gaither, 
2005; Heath, 2001; Motion, 2005; Motion & Weaver, 2005; Roper, 2005; 
Ihlen, van Ruler, & Fredriksson, 2009). L‘Etang (2005) reviewed the body of 
critical work in public relations and observed that, in addition to a spurt in 
critical scholarship, there was also a discursive turn (Mickey, 2003; Weaver, 
Motion, & Roper, 2005) and a re-orientation away from studying North 
American contexts to other cultures and contexts (Sriramesh & Vercic, 2001, 
2003).  
These postmodern and critical/cultural bodies of work critiqued existing 
dominant paradigms in public relations research as representative of modernist 
capitalist ideologies that aim to control and manipulate the publics and instead 
fore-grounded neglected notions of power, dominance, resistance, difference, 
diversity, complexity, chaos, flux, uncertainty, loss of control, reflexivity, etc., 
as important concepts to be explored in public relations research and practice. 
The following section will review postmodern literature as applied to 
public relations because a postmodern approach appeared to fit one of the 
primary purposes of this study: to examine the corporate discourse on CSR in 
India. Schultz (1996) and Mickey (1997) were two early contributors to a 
postmodern approach to public relations. Schultz (1996) applied a postmodern 
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perspective to organizational responsibility and argued that postmodern 
corporations, and not their individual members, should be made morally 
accountable because corporations used rhetorical strategies to construct social 
realities and thus obscured individual causation and control. Mickey (1997) 
borrowed postmodern insights from Baudrillard to examine the signs and 
symbols used by public relations to create reality. However, it was 
Holtzhausen and colleagues (Holtzhausen, 2000, 2002; Holtzhausen & Voto, 
2002; Holtzhausen, Petersen & Tindall, 2003) who systematically built up a 
body of work applying a postmodern approach to public relations; the 
following section will review this body of research.  
Rationale for a Postmodern Approach to Public Relations 
Holtzhausen (2000) argued for a postmodern approach to examine 
public relations practice and theory because a postmodern analysis could 
generate fresh perspectives in the field, help understand the many 
contradictions and paradoxes in public relations practice that render well-
intended practices ineffective and help understand an increasingly diverse and 
pluralistic society. Furthermore, she argued that public relations as a product 
of capitalism and democracy has far-reaching effects on society and therefore 
the field needs to be understood within its larger social, cultural and political 
contexts, and not just as an organizational function.  
Moreover, postmodernism does not reject capitalism. Instead it accepts 
that the capitalist ideology is the dominant ideology in place today, albeit with 
ill consequences on society. Postmodernism aims to critique the contradictions 
and negative consequences of capitalism on society. Holtzhausen clarified that 
the words ―radical‖ and ―revolutionary‖ are not used in postmodernism in the 
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sense of violence and toppling governments but were, instead, used in the 
sense of creating ―fundamental change in society‖ (p. 99). 
Key Tenets of Postmodernism Applied to Public Relations 
Holtzhausen (2000) presented an overview of postmodernist thought in 
juxtaposition with modernism that covers four main characteristics: an 
ethically responsible society that acknowledges the existence of multiple 
individual realities rather than a single dominant reality that silences other 
realities; accommodation of diverse ideas and perspectives due to a fear of 
monolithic, dominant ideologies or metanarratives; opposition to positivist, 
modernist thinking; and, a focus on particularism as opposed to universalism. 
Holtzhausen (2000) applied these postmodernist ideas to five main areas 
of public relations theory and practice: (1) radical politics and the possibility 
of public relations practitioners to be community activists; (2) the 
repercussions of new forms of activism on corporate public relations 
practitioners; (3) the potential of public relations practitioners to be 
organizational activists; (4) critiquing public relations‘ core concepts of 
symmetry and consensus with postmodernism‘s emphasis on dissensus; and 
(5) postmodernism‘s focus on accommodating diversity and plurality in 
society and its implications for public relations research. 
First, the public relations practitioner can be a community activist in 
order to use his/her skills to counter the unethical effects of capitalism such as 
running sweatshops in host countries. Instead of public relations practitioners‘ 
current role in representing dominant organizational views and maintaining 
ideological and power structures that maintain and propagate control over 
people, public relations practitioners as community activists can create 
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powerful forces for changes in society. Postmodernists also discuss the 
potential of micro-politics as institutional networks such as the family, the 
workplace and church to resist the ideological domination they refer to as 
macro-politics. Public relations practitioners can aid marginalized groups in 
forming micro-political alliances that can resist the dominant values of society. 
Second, Holtzhausen (2000) argued that a postmodern approach could 
help corporate public relations practitioners deal with community activists. 
She contended that the publics would be in a continuous state of flux, with hot 
issue publics that are constantly banding and disbanding to achieve short term 
interests. This fluidity will make it increasingly difficult to apply traditional 
segmentation theories and create permanent channels of communication with 
organizational publics. Moreover, organizations often do not have more power 
than publics who are also increasingly skilled in handling mass media and 
niche micro media. This will force public relations practitioners to adopt a 
community role, ―not as the enemy but as a partner in building the community 
with activists‖ (p.103). 
Third, postmodernism turns the attention on the public relations 
practitioner as an organizational activist. Public relations practitioners are also 
caught in a web of internal power relations as employees of organizations. 
However, in postmodernist thought, the public relations practitioner is a 
mindful subject, not a passive object, and able to resist power from within. 
Foucault termed this kind of power—that emanates from within an individual 
in resistance to destructive power—―biopower‖ (1988, as cited in 
Holtzhausen, 2000). Postmodern public relations practitioners will employ 
biopower to resist injustices done to internal and external publics. However, 
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this resistance will be waged from within the system and not from without. In 
this role, the public relations practitioner becomes the conscience of the 
organization who challenges the dominant worldviews and practices of the 
organization when they are seen to be unfair to publics, especially the 
marginalized. 
Fourth, postmodernism foregrounds dissensus over consensus and 
dissymmetry over symmetry. Holtzhausen (2000) argued that consensus 
implies that the more powerful among relating parties, usually the 
organization, is able to impose its dominant views and silence the less 
powerful voices. Holtzhausen drew upon Lyotard‘s (1988, as cited in 
Holtzhausen, 2000) ideas of differend and tensor to explain this unequal 
distribution of power. Differend refers to a discussion taking place within the 
frame of reference of only one party. This essentially skews the discussion in 
favor of the party, usually the organization, in whose frame of reference the 
discussion is taking place. When such a differend exists, there is no possibility 
of true consensus emerging, and any consensus that is created is likely to resist 
diverse, marginalized views. A related concept, tensors, refers to events that 
have the potential to involve diverse and oppositional forces. Holtzhausen 
suggested that a way to get around these issues is to free public relations from 
metanarratives. Instead, it must be practiced according to spatial and temporal 
contexts, thus reflecting the diversity of the societies in which it exists. As a 
boundary spanner, the postmodern public relations practitioner who 
appreciates dissensus will recognize and negotiate differences between 




Fifth, Holtzhausen turned her attention to the implications resulting from 
a postmodern turn for public relations research. She argued that 
postmodernism‘s respect for differences and acknowledgement of multiple 
realities and diverse voices challenged the currently dominant positivist and 
quantitative research paradigms in public relations research. Instead, 
Holtzhausen tentatively suggested the use of an interpretive research 
paradigm, because postmodernism does not tend to privilege any one 
paradigm over another. Holtzhausen suggested that public relations scholars 
state upfront the assumptions they bring to the research, to be made aware of 
the larger socio-cultural-political contexts within which research is situated, 
and to give power and voice to the worker or the organization‘s publics. 
Holtzhausen and Voto (2002) explicated the role of the public relations 
practitioner as an organizational activist and defined organizational activism: 
The practitioner as organizational activist will serve as a conscience in 
the organization by resisting dominant power structures, particularly 
when these structures are not inclusive, will preference employees‘ and 
external publics‘ discourse over that of management, will make the most 
humane decision in a particular situation, and will promote new ways of 
thinking and problem solving through dissensus and conflict. (p. 64) 
Postmodern Public Relations and CSR 
Holtzhausen (2000) argued that any area of public relations research and 
practice can be analyzed from a postmodern perspective. However, though 
postmodernism has been skillfully applied to the study and practice of public 
relations (Holtzhausen, 2000, 2002; Holtzhausen & Voto, 2002), researchers 
investigating the narrower subset of corporate social responsibility have 
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devoted less attention to examining the phenomenon from a postmodern 
perspective except for a few scholars such as Christensen (2007) and 
Schoenberger-Orgad and McKie (2005). While Christensen (2007) employed 
a postmodern perspective to analyze the discourse of corporate social 
responsibility with a focus on language and communication, and highlighted 
the drawbacks of metanarratives of modernity in the context of CSR, 
Schoenberger-Orgad and McKie (2005) argued that CSR‘s emphasis on 
corporations marginalizes small and medium enterprises. The authors applied 
a postmodern lens to a case study from New Zealand to demonstrate how a 
small-to medium-sized enterprise responds with community-embedded 
enterprises. While the two studies highlighted the potential of applying a 
postmodern lens to examine CSR, theorizing on postmodern public relations 
and CSR is rather infrequent. In this study, the researcher examined the 
possibilities of generating fresh perspectives on the corporate 
conceptualization of CSR by applying a postmodern lens to corporate 
discourse on CSR in the context of a non-Western, Asian emerging economy.  
Appropriateness of a Postmodern Lens to the Study of CSR in India 
The researcher argues that a postmodern approach is probably well 
suited to examining the phenomenon of CSR in India for two reasons: first, the 
nature of the concept of CSR; and second, the context in which this study is 
located. First, the concept of CSR refers to corporations‘ addressing their 
social responsibilities by negotiating the tensions and opposing forces that are 
unleashed when the material and symbolic spaces of corporations and their 
publics intersect and interact with one another. These interactions create 
tensors where the often more powerful and dominant voice of the corporation 
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intermingles with, and has the potential to overpower, the marginalized voices 
in society. A postmodern approach with its emphasis on examining power and 
politics, notions of domination and resistance and of foregrounding diverse 
voices, especially that of the marginalized in management discourses appears 
appropriate to examining the phenomenon of CSR from a public relations 
perspective. 
Second, current theorizing and practice of public relations are located 
within the realm of highly complex and intertwined processes of global flows 
of ideas, images, information, commodities, finances, and people across 
national boundaries (Sriramesh & Vercic, 2003; Pal & Dutta, 2008). India has 
been exposed to the forces of economic liberalization and globalization while 
being steeped in rich traditions of charity and philanthropy and an ethos of 
giving and sharing (Bardhan, 2003; Mitra, 2007; Sundar, 2000). This context 
juxtaposes the traditional with the modern and offers myriad contradictions, 
paradoxes and complexities in the interplay amongst business, government 
and civil society that will be intriguing to explore through a postmodern lens 
that could offer fresh perspectives on public relations processes in CSR. The 
tenets of postmodernism are also compatible with the notion of dialectical 
processes in interpersonal communication.  
Dialectics refers to contradictions that arise when two or more parties 
interact (Baxter, 2009). The study of dialectical processes has been applied in 
the realm of interpersonal relationships through Baxter and Montgomery‘s 
(1996) relational dialectical theory. The researcher argues that a dialectical 
approach is useful in sorting through the multiple voices that convey 
contradictory and competing forces within the relationship between 
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corporations and publics also. This understanding is critical because a failure 
to comprehend the tensions inherent in the relationship between publics and 
corporations could threaten to disrupt the continued survival of organizations 
and publics in their current states of material and symbolic existence.  
This dialectical approach, with its central focus on the interplay of 
contradictions (Baxter, 2009) that exist within interpersonal relationships, may 
also be valuable in examining the paradoxes, inconsistencies and 
contradictions within the relationship between corporations and publics as 
well. Hence, the researcher will next review the key tenets of the dialectical 
tradition and demonstrate its value in studying processes of public relations 
and CSR in India. 
Dialecticism in Communication Theory 
The term dialectical process refers to the contradictions that arise among 
a variety of opposing forces when people relate (Baxter, 2009). A dialectical 
experience is a process in which ―parties must communicatively navigate the 
interplay of opposing tendencies or demands‖ (Baxter & Braithwaite, 2007, 
p.275). The central theme of dialecticism is taking seriously the voice of the 
other. It celebrates the multiplicity of opposing voices that exist in interactive 
opposition with one another. In the dialectical perspective, multiple points of 
view maintain their individual voices as they simultaneously play with and off 
one another (Baxter & Montgomery, 1996).  
The dialectical tradition reflects multifaceted processes of social life. 
From a dialectical perspective, scholars view social life as a ―knot of 
contradictions‖ (Cornforth, 1968, as cited in Baxter & Montgomery, 1996), a 
complex and ceaseless interplay of opposing centripetal (unifying) and 
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centrifugal (dispersing) forces. Baxter and Montgomery (1996) borrowed this 
concept of centripetal and centrifugal forces from the Russian theorist, 
Mikhail Bakhtin, who generalized the centripetal-centrifugal tension to all 
facets of social life and argued that within any social experience, it is possible 
to identify the simultaneous existence of a dominant, unifying voice/tendency, 
and at least one opposing voice/tendency. Accordingly, social life is a 
continuing dynamic tension between dominant and marginalized forces, 
between forces of unity and difference, and between order and disorder. 
Baxter and Montgomery (1996) argued that the social scientific 
enterprise has focused for too long on one-sided, dualistic conceptualizations 
of social life and should instead focus on the complexity and disorder that 
mark social life, not with a view to smooth out the chaos and disarray, but to 
understand the fundamental continuing messiness. This position is similar to 
the arguments put forth by the postmodernists that attempt to shift the focus 
from the study of one dominant reality to multiple competing realities. 
Dialectical scholars, especially those from the communication discipline, 
locate the opposing forces in the communication between relating parties. 
Baxter and Montgomery articulated relational dialectics theory in 1996 to 
understand these communicative tensions between opposing systems of 
meaning. From a communication perspective, the issue at stake is how 
contradictory meanings are negotiated between relationship parties. Baxter 
and Montgomery (1996) maintained that the dialectical perspective is not one 
single theory, but rather, a broader meta-theoretical orientation that shares 
some common assumptions and forms the basis for their relational dialectics 
theory. Some of these common assumptions are discussed below. 
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Common Assumptions in Dialecticism 
First, in dialecticism, the focus is on contradictions. However, dialectical 
contradictions are not well represented by simple, binary opposites such as 
autonomy versus connection, but by the more complex, overlapping domains 
of centripetal and centrifugal forces. For instance, if the need for 
interdependence is a strong centripetal force between two relating parties, it 
will exist in an ongoing interplay with multiple opposing forces such as the 
need for autonomy, dependence, self-assertion etc. (Baxter & Montgomery, 
1996).  
Further, these competing notions do not exist on an equal playing field. 
Baxter (2009) argued that the terms ‗centripetal‘ and ‗centrifugal‘ imply the 
play of power within competing discourses; some discourses are centered 
while others are marginalized. Centered discourses or centripetal forces are 
more powerful than marginalized or centrifugal ones because they are 
accepted in social life as the norm. Marginalized voices may be opposed to 
central ones, but when both discourses are placed in a struggle, marginalized 
discourses hold the potential to transform meaning in new ways. However, 
often centralized discourses are so dominant that they silence marginalized 
voices, thus enacting a monologue: the existence of a single, authoritative 
discourse (Baxter, 2009).   
These notions of power and discourse have implications for public 
relations practitioners who often enact organizational discourses through 
communicative practices and enable the maintenance of dominant, privileged, 
organizational power structures and ideology. In the postmodern perspective 
of public relations, the practitioner will create spaces to bring to the table 
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multiple competing discourses and negotiate these competing forces through a 
focus on openness, dissensus, the creation of new meaning and a willingness 
to change. 
Second, in the dialectical perspective, dialectical tension is not a 
negative force; it simply refers to ―the ongoing dynamic interaction between 
unified oppositions‖ (Baxter & Montgomery, 1996, p.10). This interplay of 
oppositions is the driving force behind continuing change in any social system. 
In the dialectical tradition, emphasis is on how relating parties negotiate the 
simultaneous existence of both oppositions, what the authors called the ―both-
and‖ ness of relating, versus the more dualistic perception of opposites as 
―either-or.‖ It is through navigating dialectical processes that relational parties 
create the possibility for change in their relationships. 
Third, in the dialectical perspective, although contradictions may be 
universal, the specifics of the contradicting process depend on the temporal 
and spatial contexts in which the relationship exists. ― ―Relationship‖ and 
―context‖ bleed into each other in complex ways‖ (Baxter & Montgomery, 
1996, p.45). Therefore, dialectical researchers tend to study contradictions in 
situ, at both universal and particular levels (Baxter & Montgomery, 1996). 
Fourth, dialectical researchers have identified a set of five core 
contradictions that emerge consistently among relating parties. One of the 
most common is called separation-integration or inclusion-seclusion. When 
parties negotiate their relationships, they construct a meaning of togetherness 
that struggles with the tension of individual autonomy and interdependent 
connection. A second contradiction that has been identified is labeled 
expression-non expression, or revelation-concealment. This contradiction 
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examines what it means to be communicatively open in the relationship and 
reflects conflicting cultural ideologies of a perceived right to privacy and right 
of speech, along with the normative expectation of openness in relationships. 
A third contradiction that frequently appears in the research is called stability-
change. This contradiction deals with time and relational history. After the 
first encounter, relationship parties share a relational history. The next time 
they meet, there is a certain predictability and certainty based on the relational 
history. However, relating parties can never reproduce their past completely, 
because they are slightly different people, and the circumstances have altered 
at least somewhat. Hence, the meaning of the relationship is always open to 
reinterpretation whenever parties communicate with one another. Relating 
parties can bring about transformations in the meaning of their relationship, 
often by struggling with other dialectical contradictions that exist in the 
relationship. These dramatic changes often function as turning points that can 
alter relational meanings in profound ways (Baxter, 2009).  
However, dialectical researchers insist that there are a plethora of 
contradictions that animate social life and emphasize the need to appreciate 
the unique contradictions faced by specific relationship partners in specific 
socio-economic-cultural contexts. Although Baxter and Montgomery (1996) 
applied dialecticism primarily to interpersonal relationships, the researcher 
argues that a study of dialectical processes can be meaningfully carried out in 
the context of CSR also because dialectical tensions are inherent in the 
relationship between corporations and publics, when the material and 




Baxter and Montgomery (1996) argued that dialecticism shares common 
conceptual bases with postmodernism including a multifaceted approach to 
social reality, commitment to diversity and variability, challenging 
metanarratives, dominance and control, and conceptualizing people as social 
beings. Accordingly, this study has adopted a postmodern lens to examine and 
understand the dialectical tensions that underlie the corporate 
conceptualization of CSR in India. 
Research Questions 1-5 
So far, the researcher has reviewed theories of CSR from business and 
public relations literatures, research on CSR in Asia and in India. Then the 
researcher reviewed the postmodern and dialectical theoretical lens within 
which one of the aims of this study is located, namely, the examination of 
corporate discourse on CSR in India. Following this review of the literature, 
the researcher posited the following research questions to guide the first phase 
of this study that aimed to examine corporate discourse on CSR in the Indian 
context: 
RQ (1) What does it mean to be ―socially responsible‖ in the Indian socio-
economic-cultural contexts? 
RQ (2) What are the norms and beliefs that operate in influencing corporations 
to be socially responsible? 
RQ (3) Are there underlying tensions between social and other corporate 
responsibilities and how do corporations navigate/resolve these? 
RQ (4) What are the perceived organizational enablers that facilitate the 
adoption and implementation of CSR programs? What are the perceived key 
benefits derived from being socially responsible? 
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RQ (5) Who are the key stakeholders in the realms of CSR practice and 
communication and how do corporations handle matters of CSR 
communication considering the criticisms of window-dressing and green-
washing often mounted against corporations? 
The researcher expected the answers to these questions to offer a richer 
and deeper understanding of a multi-layered, nuanced, macro 
conceptualization of CSR based on the Indian social, cultural, economic and 
political contexts. This study then moved on to the second phase that focused 
on a more micro and narrower problem in CSR and public relations research 
and practice; specifically, testing the argument in the business case for CSR 
that awareness of CSR practices will have positive influences on relationships 
between employees and their organization. The rest of this chapter will review 
the relationship management theoretical framework from public relations 
literature within which the second phase of this study is located and conclude 
with the research questions posited to guide that phase of research. 
Relationship Management Perspective in Public Relations  
The relationship management perspective asserts that the central theme 
of public relations revolves around balancing the interests of both 
organizations and publics through the active management of organization–
public relationships (Ledingham & Bruning, 1998; Ledingham, 2003; 
Ledingham, 2006). The relationship management perspective of public 
relations represented a fundamental shift in the conceptualization of public 
relations in many ways. 
First, it swung the focus of public relations practice and research from 
the management of communication to the management of relationships 
81 
 
between interacting organizations and publics, with effective communication 
functioning as a tool in building and maintaining relationships (Ledingham & 
Bruning, 2000; Ledingham, 2006). In doing that, the relational perspective 
symbolized a shift from using communication to manipulate public opinion, 
often in favor of the organization, to utilizing communication to build, 
maintain and nurture relationships with multiple publics. Second, this 
perspective moved the focus from conventional impact measurements in terms 
of communication outputs such as the number of communication messages 
produced, to an evaluation of the impact of public relations initiatives on 
relational or behavioral outcomes by measuring the quality of relationship 
between the interacting organization and its public. Third, the relational 
perspective focused on generating benefit not just for organizations, but for the 
publics as well (Grunig & Hunt, 1984; Ledingham, 2003; Ledingham & 
Bruning, 2000). 
The origins of the relationship management perspective are often 
credited to Ferguson (1984), who proposed that relationships should be at the 
centre of public relations research and practice. Although hardly any empirical 
work followed this proposal, the relational perspective gained ground 
conceptually through the adoption of relationship-oriented definitions of 
public relations in textbooks. For instance, Cutlip, Center, and Broom (2000) 
defined public relations as ―the management function that establishes and 
maintains mutually beneficial relationships between an organization and the 
publics on whom its success or failure depends‖ (p. 6). The rest of the section 
is organized as follows. First, the researcher will review basic definitions of 
organization-public relationships. Second, the researcher will focus on 
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explicating the models of relationship management within which this study is 
located. Third, the researcher will review the substantial body of work on 
relationship management in public relations and identify gaps in the literature. 
Finally, the section will integrate the review of literature from this section with 
the previous section on CSR and internal stakeholders and propose the 
research questions that guided the second phase of this study. 
Definitions of Organization-Public Relationships  
Ledingham and Bruning (1998) proposed that the organization-public 
relationship be defined as the ―state which exists between an organization and 
its key publics in which the actions of either entity impact the economic, 
social, political, and/or cultural well-being of the other entity‖ (p.62). Broom, 
Casey, and Ritchey (2000) offered another definition: 
Organization-public relationships are represented by the patterns of 
interaction, transaction, exchange, and linkage between an organization 
and its publics. These relationships have properties that are distinct from 
the identities, attributes, and perceptions of the individuals and social 
collectivities in the relationships. Though dynamic in nature, 
organization-public relationships can be described at a single point in 
time and tracked over time. (p.18) 
Although not a definition, Ledingham (2003) proposed an articulation of 
the relationship management perspective that ties in the above two definitions:  
Effectively managing organizational–public relationships around 
common interests and shared goals, over time, results in mutual 




The key foci of these definitions appear to be the emphasis on 
consequences. Interacting organizations and publics have consequences on 
each other that could, if managed well over a period of time, result in benefits 
for both relating parties. 
Models of Organization-Public Relationships 
Broom, Casey and Ritchey (1997) posited a theoretical model for 
constructing theory about relationships between organizations and publics. 
After reviewing literature from interpersonal communication and 
psychotherapy that considered relationships as perceptions of relating parties, 
and from inter-organizational relationship literature and systems theory that 
considered relationships as distinct from relating organizations, they suggested 
a concept of relationships that had measurable properties distinct from their 
antecedents and consequences and independent of the parties in the 
relationship. Based on this concept of relationships, they constructed a 
theoretical model that included antecedents of relationships, relationship states 
and consequences of relationships. Grunig and Huang (2000) also proposed a 
similar model that paralleled Broom et al. (1997, 2000) model. Grunig and 
Huang further extended Broom et al.‘s (2000) model by borrowing from 
Stafford and Canary‘s (1991, as cited in Grunig & Huang, 2000) relationship 
maintenance strategies, management theories of organizational effectiveness, 
and Plowman‘s (1995, as cited in Grunig & Huang, 2000) conflict resolution 
strategies.  
The following sections will discuss these three stages of the model: 




Antecedents of relationships. Broom et al. (2000) defined antecedents 
as those perceptions, motives, needs and behavior that act as causes in the 
formation of relationships. Antecedents are the ―sources of change, pressure or 
tension on the system derived from the environment‖ (Broom et al., 2000, 
p.16). Antecedents could include social and cultural norms, perceptions of 
uncertain environment and needs for resources. They based their definition on 
resource dependency theory and exchange theory positing that relationships 
form in response to the need for resources and the subsequent exchange of 
resources between relating parties. 
However, Grunig and Huang (2000) reconceptualized the antecedents of 
relationships as situational. They argued that change pressure from the 
environment may emanate not only from a need to exchange resources and 
that relationships may depend on specific situations and on consequences on 
specific publics. 
Relationship concept/maintenance strategies. Broom et al. (2000) 
defined the middle stage in the model as relationship concept that represents 
the exchange or transfer of information and/or resources. Grunig and Huang 
(2000) expanded this middle stage to what they called relationship 
maintenance strategies or strategies used to maintain relationships with 
publics. They drew upon the work of scholars in interpersonal relationships 
(e.g., Canary & Stafford, 1994; Dindia & Canary, 1993, as cited in Grunig & 
Huang, 2000) who used the concept of relationship maintenance to illustrate 
how relating parties behave in order to maintain a desirable relationship. Their 
work demonstrated that maintenance is an important goal for parties keen to 
establish long-term, satisfying relationships. 
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Hon and Grunig (1999) delineated various strategies public relations 
practitioners can use for the maintenance of relationships with publics. They 
included access, positivity, openness, assurances, networking and sharing of 
tasks. From conflict management theories, Hon and Grunig (1999) adopted 
three categories of strategies, some of which were symmetrical and some 
asymmetrical. 
(1) Integrative – In this symmetrical strategy, relating parties try to 
generate win-win solutions through discussion and joint decision-
making. 
(2) Distributive – This asymmetrical strategy is based on a win-lose 
perspective wherein one party benefits at the expense of another. 
(3) Dual Concern – This strategy is analogous to the mixed-motive 
model of public relations wherein public relations practitioners adopt the 
role of a boundary spanner by balancing the interests of publics with the 
interests of the organization. However, some dual concern strategies are 
asymmetrical while others are symmetrical. The asymmetrical strategies 
include contending, avoiding, accommodating and compromising, while 
the symmetrical strategies include cooperation, being unconditionally 
constructive, and saying win-win or no deal. 
Hon and Grunig (1999) also incorporated relationship maintenance 
strategies proposed by Kelly (1998, as cited in Hon & Grunig, 1999) as a final 
but missing step in the management of public relations processes. These 
strategies are collectively called stewardship and acknowledge the strategic 
value of previously established relationships to future public relations efforts. 
The four elements of stewardship include: (1) reciprocity, wherein the 
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organization demonstrates its gratitude for supportive beliefs and behaviors 
from publics; (2) responsibility, wherein the organization acts in a socially 
responsible manner to those who have supported it; (3) reporting, wherein the 
organization meets legal and ethical requirements of disclosure and 
accountability; and (4) relationship nurturing, wherein the organization 
accepts the importance of supportive publics and consistently involves them in 
the organization‘s work. 
Consequences/Relationship outcomes. According to Broom et al. 
(2000), the antecedents of relationships lead to consequences that, in turn, 
have the effect of changing the environment. Thus relationships are both the 
consequences and causes of changes. In this conceptualization, relationships 
act as both independent and dependent variables in theorizing about 
organization-public relationships. 
Grunig and Huang (2000) expanded this notion of relational 
consequences to relational outcomes. They identified indicators for 
determining relationship outcomes: control mutuality, trust, commitment, and 
satisfaction. According to Grunig and Huang (2000), control mutuality refers 
to the degree to which relating parties are satisfied with the amount of control 
they have over the relationship. Trust refers to the level of confidence that 
relating parties have in each other and their willingness to open themselves to 
the other party. Trust, in turn, has several underlying dimensions including 
integrity (the belief that an organization is fair and just), dependability (the 
belief that an organization will do what it says it will do) and competence (the 
belief that an organization has the ability to do what it says it will do). The 
third relationship, outcome, commitment, refers to the extent to which relating 
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parties believe and feel that the relationship is worth spending energy on to 
maintain and promote. The last indicator, satisfaction, refers to the extent to 
which relating parties feel favorably about each other. This study employed 
the above four outcomes to measure relationships because these have been 
most often used and validated in public relations research (Jo, Hon & Brunner, 
2004; Ledingham, 2008) and because the data from the first phase of this 
study indicated that these outcomes were most often cited as some of the key 
benefits of being socially responsible, especially with respect to relationships 
with employees, one of the foci of this study. 
Key Streams of Research in Relationship Management 
A review of the substantial body of work on relationship management in 
public relations revealed that most of the research can be grouped into five 
streams. First, scholars have attempted to identify various dimensions of 
relationships (Grunig, Grunig & Ehling, 1992; Ledingham & Bruning, 1998). 
Second, research has focused on the measurement of organization-public 
relationships. Bruning and Ledingham (1999) developed a multidimensional 
organization-public relationship scale that included dimensions of 
professional, personal and community relationships. Bruning and Galloway 
(2003) proposed another scale that included dimensions of anthropomorphism, 
community improvement, personal commitment, comparison of alternatives 
and professional benefit. Other measurement research included Hon and 
Grunig (1999), Jo (2006) and Kim (2001). Third, research has also focused on 
identifying various types of organization-public relationships (Hon & Grunig, 
1999; Hung, 2005; Hung & Chen, 2009). Fourth, a substantial body of 
scholarship has focused on exploring the effects of the antecedents and 
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consequences of organizational-public relationships on the publics‘ attitudes 
towards the organization and behavioral intention (e.g., Bruning & Hatfield, 
2002; Bruning & Lambe, 2002; Bruning & Lambe, 2008; Bruning & 
Ledingham, 2000; Kim, 2007; Yang, 2007). 
However, it is interesting to note that although the models of 
organization-public relationships have devoted much attention to relationship 
maintenance strategies, scholarship that empirically explores the effects of 
maintenance strategies on relationship outcomes is sparsely populated. Ki and 
Hon (2009) conducted the first study to empirically measure relationship 
cultivation strategies and developed a multiple-item scale for measuring 
relationship cultivation strategies. They noted that since relationship 
cultivation strategies have been posited as precursors of relationship outcomes 
future research needs to establish empirically how relationship cultivation 
strategies can predict relationship outcomes. 
CSR and Relationship Outcomes 
Some studies that explored effects on relationship outcomes include Hall 
(2006), Escobar (2009) and Waters (2009). Hall (2006) examined the impact 
of corporate philanthropy and corporate community relations programmes on 
the relationship between a company and its customers and found that 
customers‘ awareness of these programmes corresponded to a stronger 
relationship. Escobar (2009) proposed examining organizations‘ attitude 
towards community involvement, practices of these corporations for building 
relationships with the community, and how these relationships are perceived 
by the community with an intention to foreground the publics‘ voice in the 
building and maintenance of organization-public relationships. Waters (2009) 
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observed that although scholars have started exploring symmetrical 
relationship maintenance strategies, they have largely ignored the concept of 
stewardship. Waters examined the influence of the concept of stewardship on 
the fund-raising relationship and found that donors favor these strategies and 
that responsibility and relationship nurturing significantly influenced all four 
relationship outcomes. Building on the above review of literature, this study 
posits that CSR practices can be conceptualized as a relationship 
maintenance/cultivation strategy that can significantly influence relationships 
outcomes of trust, satisfaction, commitment and control mutuality. 
Research Questions 6 and 7 
The review of literature in the previous section highlighted that public 
relations scholarship offers fertile grounds to explore the notion of CSR within 
a relationship management context considering its well-developed body of 
scholarship on relationship management between organizations and publics 
(Ledingham & Bruning, 2000; Ledingham, 2003). However, although the 
relational concept is conceptually well-developed in terms of antecedents of 
relationships, maintenance strategies and relational outcomes (Broom et al., 
1997, 2000; Hon & Grunig, 1999), an in-depth review of the relational 
perspective revealed large gaps in the literature on empirically exploring the 
effects of relationship cultivation strategies on relationship outcomes (Ki & 
Hon, 2009; Waters, 2009). In this context, this study posits that awareness of 
CSR practices can be examined as a probable set of relationship maintenance 
strategies that could significantly influence relationship outcomes such as 
trust, control mutuality, commitment and satisfaction from the perspective of 
employees. Accordingly, the researcher drafted the following research 
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questions to guide the second phase of the study: 
RQ (6) Is awareness of CSR practices significantly related to the relational 
outcomes of trust, commitment, satisfaction and control mutuality? 
RQ (7) Which dimension of CSR-discretionary, ethical, legal and economic-is 
most significantly related to which relational outcome-trust, commitment, 
satisfaction and control mutuality? 
 Figure 2.4 summarizes the research questions that emanate from the 
two interrelated foci of this study and inform the research design that will be 
elaborated upon in the next chapter. 
 





―Don‘t use steamrollers to catch butterflies: Or fit your methods to your 
goals and your situation,‖ advised Douglas (1985, p.23). Indeed, one of the 
fundamental characteristics of a well-designed research project is congruence 
and consistency amongst the different elements of a research project, tying up 
the underlying logics of ontology and epistemology, research questions, 
strategies, methodologies and methods (Blaikie, 2000; Bryman, 2004; Mason, 
1996; Morse & Richards, 2002). This chapter will discuss how this study 
attempted to achieve fit and congruency among the underlying research 
philosophies, purposes and methods. 
The purpose of this study had two main foci. First, it aimed to 
understand and examine corporate discourse on the conceptualizations, 
perceptions, practices and communication of CSR in India from the 
perspective of senior managers and business leaders in corporations. It sought 
to explore participants‘ norms, beliefs and attitudes related to practices and 
processes of CSR and highlight dialectical tensions, similarities and 
differences in corporate discourse on CSR in India.  
Second, based on these insights, this study further aimed to explore 
linkages between awareness of CSR practices and the relationship between 
organizations and their employees, from the perspective of employees. To 
address the first research aim, this study employed a qualitative research 




The rest of this chapter is structured into two main sections, each 
addressing the methodology used for each part of this study. Both sections will 
strive to demonstrate that in this study, steamrollers were not used to catch 
butterflies.  
Methodology: Phase One 
The first purpose of this sequential, mixed methods study was to 
understand and examine the corporate discourse on CSR from the perspective 
of senior managers and business leaders in corporations in India using 
qualitative interviews. It also sought to explore participants‘ norms, beliefs 
and attitudes related to the practices and processes of CSR and examine how 
they negotiated the various tensions and conflicts inherent in the 
conceptualization and implementation of CSR. This study addressed five 
research questions: (1) What does it mean to be ―socially responsible‖ in the 
Indian socio-economic-cultural context? (2) What kinds of norms and beliefs 
operate in influencing corporations to be socially responsible? (3) Are there 
underlying tensions between social responsibilities and other corporate 
responsibilities and how do corporations navigate/resolve these? (4) What are 
the perceived organizational enablers that facilitate the adoption and 
implementation of CSR programs and what are the perceived key benefits that 
can be gained from being socially responsible? (5) Who are the key 
stakeholders in the realms of CSR practice and communication and how do 
corporations handle matters of CSR communication considering the criticisms 




This phase of the study adopted a qualitative research approach because 
it appeared to provide greater fit and congruence between research questions 
and research methods compared to a quantitative approach (Mason, 1996; 
Morse & Richards, 2002). This section will describe the research methodology 
employed to meet the first purpose of the study, explaining how the researcher 
attempted to achieve congruence and consistency amongst all the elements of 
the research process. Specifically, the section will discuss: (a) the research 
approach and rationale for adopting a qualitative approach; (b) the research 
design, including method and sampling techniques used; (c) the data-
generation experience; (d) the data analysis; (e) the evaluation criteria in 
qualitative research and, finally, (f) the ethical considerations of the study.  
Research Approach and Rationale for Conducting a Qualitative Study  
The first phase of this study aimed to understand how social actors who 
drive the phenomenon of CSR in India, namely, leaders and senior managers 
in corporations, construct the meaning of corporate social responsibility. It 
also sought to explore participants‘ norms, beliefs and attitudes related to 
practices and processes of CSR and examined how they negotiated the various 
tensions and conflicts inherent in the conceptualization and implementation of 
CSR. 
Considering the nature of these research foci, this study adopted a social 
constructivist ontological and an interpretive epistemological position. A 
social constructivist ontological position asserts that there is no single absolute 
social reality, but instead there are multiple realities, actively constructed by 
the social actors situated in specific contexts (Bryman, 2004; Mason, 1996). 
An interpretive epistemological position means that an appropriate way to 
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understand this socially constructed reality is through an interpretive lens. This 
interpretive lens enables the researcher to study social reality from the 
perspective of the social actors, situated in specific contexts (Bryman, 2004; 
Mason, 1996). The foci of the research purpose—understanding meanings, 
norms, beliefs and attitudes of social actors—are consistent with these 
ontological and epistemological positions.  
This study adopted a qualitative research strategy because it was 
congruent with these ontological and epistemological orientations. Qualitative 
research stresses the socially constructed nature of reality and is best suited to 
study phenomena in their natural settings and to understand them in the light 
of the meanings with which people imbue them. Qualitative research attempts 
to capture a holistic, situated perspective of the phenomenon under study and 
aims to give voice to the participants (Denzin & Lincoln, 2003; Marshall & 
Rossman, 1999; Merriam, 1998). This helps to understand not just one version 
of reality, but multiple realities (Lincoln & Guba, 1985). Bryman (2004) 
argued that one of the defining characteristics of qualitative research is ―seeing 
through the eyes of ….‖ the participants (p. 279). This empathetic stance 
chimes well with the interpretive epistemological position adopted in this 
phase and the foci of the research purpose and questions. 
Moreover, unlike quantitative research, which is more suited to 
gathering data related to pre-determined dimensions and their indicators, 
qualitative research, with its limited structure and flexibility, is best suited to a 
deeper appreciation of hitherto less understood phenomena. Qualitative 
research can help to generate richer and more meaningful data and tease out 
fine nuances of social phenomena that might be important to the participants 
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but may not be obvious to researchers relatively unfamiliar with the social 
setting (Bryman, 2004; Mason, 1996). In this case, little is known about the 
conceptual construction of CSR in a South Asian, specifically Indian, context, 
since most of the current conceptualizations of CSR have been drawn from 
countries in North America and Europe. This study, by adopting a qualitative 
research strategy, will shed light on how the concept of CSR is constructed 
and its processes negotiated in the context of an emerging Asian country. 
In addition, qualitative research also focuses on the underlying processes 
that occur in the phenomenon under study. It helps to underscore the 
interactions and interconnections among the various actions of participants 
within their social context (Bryman, 2004; Merriam, 1998).  One of the 
research questions aims to understand the processes underlying CSR 
conceptualization and implementation and a qualitative research strategy is 
well suited to understand this process. For the reasons listed above, the 
researcher thought that the choice of a qualitative research strategy is best 
suited for this phase of the study.   
Overview of Research Design 
The information sought. This study sought both ground-up, socially 
constructed views of senior management and business leaders on CSR in India 
and the extent of fit between this view of CSR with those in extant literature. 
In qualitative research, researchers are often encouraged to enter the field with 
a completely open mind, without any pre-conceived notions based on related 
literature. However, it is often not possible to practice this maxim because 
researchers usually conduct an extensive and thorough search of the literature 
before even arriving at the questions to study. In spite of this familiarity with 
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the literature, researchers pursuing a qualitative study are not usually guided 
by a set of clearly defined variables, as in a quantitative study. Instead, Blumer 
(1954) pointed out that qualitative studies are often guided by ‗sensitizing 
concepts‘ that do not impose predetermined schemes on the social world, but 
instead provide ―a general sense of reference and guidance in approaching 
empirical instances‖ (p.7).  
The sensitizing concepts that helped to scaffold the conceptual 
framework of this study included the four dimensions of CSR espoused by 
Carroll (1979), concepts of strategic versus altruistic CSR (Lantos, 2001) and 
concepts derived from India‘s social, economic, political and cultural contexts 
such as inclusive growth, dharma and karma (Das, 2009; Pio, 2005). The 
researcher was very conscious of the North American and European origins of 
some of the existing literature and therefore used these concepts only as a 
nebulous framework to organize this study. While actively looking for 
similarities, the researcher also sought to uncover potential differences or 
dimensions of the social phenomenon that extant literature might have missed.   
Method-Qualitative interviewing. This study adopted the qualitative 
interview method over other qualitative research methods such as participant 
observation, narrative analysis and discourse analysis because in-depth 
interviews or focused conversations (Kvale, 1996; Rubin & Rubin, 2005) with 
experts or elites closely associated with the phenomena under study can elicit 
interesting responses as to their thought processes related to the topic under 
study (Odendahl & Shaw, 2002; Thomas, 1995). In addition, the qualitative 
interview method was congruent with this study‘s ontological position that 
regards social actors‘ views, understandings, experiences and interactions as 
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properties of the social reality which the research questions seek to explore. It 
also resonates with the epistemological position that a reasonable way to 
generate data on these ontological properties is to talk and listen to social 
actors and to attempt to understand their thoughts and articulations on the 
topic under study (Mason, 1996). 
Bryman (2004) listed the advantages of qualitative interviewing versus 
participant observation and argued that among other advantages, qualitative 
interviewing helps to delve into issues that are resistant to observation.  The 
topic of this phase of the study focused on an examination of the 
conceptualization of CSR in corporate discourse and such an aim is not quite 
compatible with the participant observation method. In this case, asking social 
actors‘ about their views on the research topic is perhaps one of the most 
legitimate ways of generating data.  
Moreover, Rubin and Rubin (2005) discussed the uses of qualitative 
interviewing and contended that if research aims to find something that cannot 
be answered briefly or simply and if the researcher believes it likely that there 
might be reason to ask people to explain their answers or give examples or 
provide descriptions, then qualitative interviews would be most suited to 
answer the research questions. They also argued that qualitative interviews 
help the researcher to describe social processes and explain how and why 
things change. These reasons amply justify why the researcher chose a 
qualitative interview method.   
Types of interviews and interview strategies. This study used semi-
structured, elite interviews characterized by responsive and active 
interviewing strategies to generate data because (a) semi-structured interviews 
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help to keep the focus on the research questions while allowing sufficient 
room to explore tangential views that might be of importance to the 
participants (Bryman, 2004; Gubrium & Holstein, 2002; Rubin & Rubin, 
2005);  (b) elite interviews help to access the views and thoughts of elites who 
generally have more power and status than others in their group (Odendahl & 
Shaw, 2002), such as senior managers and leaders in large corporations; and 
(c) responsive and active interviewing strategies help to co-create interview 
knowledge with the interpretation of the data negotiated between the 
interviewee and the interviewer (Holstein & Gubrium, 2004; Rubin & Rubin, 
2005). 
First, qualitative research is generally classified on the basis of 
flexibility as unstructured, structured and semi-structured interviews (Bryman, 
2004). In unstructured interviews, the interviewer does not follow a pre-
determined set of questions. The interviewer might ask just one or two broad, 
general questions and then allows the participant to respond freely. The 
interviewer might only respond to points that might warrant further 
questioning and exploration. On the other hand, structured interviewing is 
usually followed in quantitative survey research where the interviewer strictly 
adheres to a pre-determined set of questions and interviewees are expected to 
respond to a set of pre-determined categories. There is hardly any room to 
capture data on what the interviewee might consider important or relevant. 
The interviewer is expected to reduce bias by keeping himself or herself out 
from the interview process, usually achieved by giving standardized responses 




However, in semi-structured interviews, even though the interviewer 
might have a pre-specified list of probable questions that help to maintain 
focus on the research topic, the interviewee has considerable leeway in 
choosing how to respond. The interviewer need not ask questions in the order 
in which they were written. Instead, the interviewer can pick up cues from the 
interviewees‘ responses and explore new points of view as they emerge. 
However, the interviewer will still cover most of the questions on the 
interview guide. This study chose semi-structured interviews because in 
addition to a more open exploration of participants‘ understandings of the 
meaning of CSR, this phase of the study also sought to explore related 
processes in the conceptualization and implementation of CSR. Semi-
structured interviewing, then, with its inherent flexibility and relatively less 
rigid structure and its ability to maintain focus on the topic under study, 
appeared to be a good choice considering the foci in this phase of the research. 
Second, this study was based on interviews with elites. Odendahl and 
Shaw (2002) defined elites as individuals and groups who ―occupy the top 
echelons of society. They are integral to every community, government, 
occupation and religion, as well as to other institutional spheres. Elites 
generally have more knowledge, money, and status and assume a higher 
position than others in the population‖ (p.299). They also contended that 
qualitative interviews are well suited to conducting research on elite 
participants. The first phase of this study aimed to understand how social 
actors who drive the phenomenon of CSR construct meanings of corporate 
social responsibility in India. The social actors who drive the 
conceptualization of CSR in India are usually leaders and senior managers in 
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large corporations or business elites (Lee, 2010; Sood & Arora, 2006). The 
researcher reasoned that engaging in semi-structured, focused conversations 
with these elite social actors would help to generate data that would best lead 
to answers to the research questions.  
Third, the main strategies followed in conducting the interviews were 
responsive and active interviewing. In responsive interviewing, the researcher 
actively evaluated the answers and moved the interview in the directions 
suggested by the participant (Rubin & Rubin, 2005). Responsive interviewing 
regard participants as partners and not as objects of research. According to 
Rubin and Rubin (2005), ―rather than stripping away context, needlessly 
reducing people‘s experiences to numbers, responsive interviewing 
approaches a problem in its natural setting, explores related and contradictory 
themes and concepts, and points out the missing and the subtle, as well as the 
explicit and the obvious‖ (p. viii). This is similar to the characteristic of active 
interviewing where meaning is actively constructed between interviewer and 
interviewee during the course of the interview (Holstein & Gubrium, 2004). 
Thus, after careful consideration, the researcher realized that a complex and 
often sensitive topic such as CSR could not be explored using a rigid and 
structured interviewing format. It required responsive and active interviewing 
strategies that would help the researcher explore the issue together with the 
interviewee, actively constructing and interpreting the data generated during 
the course of the interview.  
Interview guide. The researcher created an interview guide based on the 
foci of the research questions and the sensitizing concepts that shaped the 
conceptual framework of this study. According to Rubin and Rubin (2005), 
101 
 
responsive interviewing is conducted around main questions, probes and 
follow-up questions. Main questions address the overall research problem 
while probes help to manage the conversation and elicit detail and follow-up 
questions, thus allowing the researcher to explore new ideas that may emerge 
during the course of the interview.  
This phase of the study aimed to understand how social actors who drive 
the phenomenon of CSR in India, namely, leaders and senior managers in 
large corporations in India, construct the meaning of corporate social 
responsibility. The researcher started off the interview with a broad main 
question that addressed the core of this study‘s research foci:  
As a leader in the CSR space in India, how would you define or describe 
the dimensions of CSR in the Indian context? What, according to you, is 
CSR in the Indian context? You don‘t need to provide a clear-cut 
definition. You may explore your thoughts aloud. 
This question often elicited a long, detailed and thoughtful reply, often 
going beyond 20-30 minutes. Within this response, most of the participants 
largely finished answering the remaining questions on the interview guide. 
However, the researcher would mentally run through the rest of the guide, 
sometimes glancing briefly at it, to ensure that no question had been left 
unanswered. The remaining main questions were organized around two main 
categories: one, the views of the participant as a leader in the CSR space in 
India and two, the views of the participant as the head of CSR for the specific 
corporation.  
Thomas (1995) referred to this strategy as addressing different personas 
of the participant and this is important as it elicits appropriate responses to 
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questions with different foci. The remaining main questions are presented 
next, grouped according to the overarching research question: 
RQ (1) What does it mean to be ―socially responsible‖ in the Indian socio-
economic-cultural contexts? 
(1) CSR has often been conceptualized as having both internal and 
external dimensions—internal, referring to internal matters such as 
transparency, corporate governance, taking care of employees etc, 
while external refers to society. What are your views on this? (This 
was often used as a follow-up question to the first broader main 
question). 
RQ (2) What kinds of norms and beliefs operate in influencing these 
corporations to be socially responsible?  
(2) What are the key motivations for your company to engage in CSR? 
What started it all off? 
(3) In India, in most of the companies that engage with their social 
responsibilities, the owner/founder/founding family seems to be the 
driving force behind their CSR policies and programmes. In some 
companies, the manager may have been the initiator. Over a period of 
time, when the company becomes more publicly owned and the 
influence of the owner/founder or the founding family diminishes or 
when the manager who initiated the CSR programme quits the 
company, do you think succeeding leadership/management will be 




(4) There has been a recent flurry of activity in the CSR space in India. 
What do you think are the reasons for this? 
(5) What resources do you commit to your CSR efforts in terms of 
manpower, budget etc. Do you evaluate your CSR programmes? If 
so, how do you evaluate effectiveness?  
RQ (3) Are there underlying tensions between social responsibilities and other 
corporate responsibilities, and how do corporations navigate/resolve these? 
(6) What are the respective roles of government, business and civil 
society in the CSR space? Often, thinkers such as Milton Friedman 
argued that the only responsibility of businesses is to make profits 
and that social responsibility of businesses is fulfilled when they pay 
taxes to the government. What are your views on this?  
(7) How closely do you think CSR practices should be aligned with a 
corporation‘s core business strategy? Should pharmaceutical 
companies, for example, stick to matters of health; or should they 
venture out into other areas, such as education? 
RQ (4) What perceived organizational enablers facilitate the adoption and 
implementation of CSR programs? What are some of the perceived key 
benefits derived from being socially responsible? 
(8) There was no specific question on enablers, but the answers emerged 
from the overall discussion. 




RQ (5) How do corporations handle matters of CSR communication, in view 
of the criticisms of window-dressing and green washing that are often 
mounted against corporations?  
(10) CSR and publicity—Often companies are accused of engaging in 
CSR practices only for the publicity they can gain from it—in terms 
of reputation, brand recognition etc.  What are your thoughts on 
this? 
(11) Who are your key stakeholders along the CSR journey, and how do 
you communicate with them? 
Follow-up questions can be asked during the interview, or in subsequent 
interviews or clarification emails. The researcher asked follow-up questions 
during the interview that included requests for examples, further elaboration, 
filling in the gaps etc.  
Self-reflexivity/Researcher as instrument. The researcher is the primary 
instrument in qualitative data collection rather than a predetermined, inanimate 
instrument (Kvale, 1996; Lincoln & Guba, 1985; Merriam, 1998), and the 
research interview is a ―production site of knowledge‖ (Kvale & Brinkmann, 
2009, p.54) where knowledge is created ―inter the views of subject and 
researcher‖ (Kvale, 1996, p.16). Therefore, it is particularly important to 
identify and set out the researcher‘s personal values, biases and interests at the 
outset.  
The researcher‘s perceptions of CSR in India have been shaped by her 
personal experiences. The researcher grew up in the state of Kerala, one of the 
southernmost states in India, known for its democratically elected communist 
government, a politically aware citizenry and a deep distrust of big business. 
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Issues of corporate social irresponsibility rank very high on the public agenda. 
For instance, the multinational company Coca Cola had literally been trashed 
for its role in depleting and contaminating groundwater tables in Kerala. 
Moreover, the researcher had been exposed to, and influenced by, teachings 
from the sacred texts of India that espoused concepts such as ―Nishkama 
karma‖ and ―Loka Samastha Sukhino Bhavanthu.‖ The former concept refers 
to doing one‘s duty without thought of reward (this reminded the researcher of 
the debate between strategic and altruistic CSR), while the latter concept sees 
the world as a place where all beings co-exist peacefully.  
After graduating in the arts and humanities, the researcher took a 
postgraduate degree in business management, followed by a career in the 
corporate sector. These experiences exposed the researcher to the inner world 
of corporations and reduced some of the distrust of large corporations that the 
researcher had been exposed to while growing up. While working in a 
multinational corporation in Chennai, India, the researcher handled 
programmes that were aimed at strengthening relationships with employees 
and local communities. Though these programmes were not called CSR 
programmes, after entering academia and reading the literature, the researcher 
recognized these experiences as fitting in well with what is defined as CSR.  
The researcher believed that her understanding of the social, cultural and 
business contexts in India enhanced her awareness, knowledge and sensitivity 
to the issues involved in understanding the conceptualization of CSR in the 
Indian context. This also gave her confidence that she could relate to the topic 
under study and enable her to establish a connection with the interviewees, 
which is essential to elicit a candid conversation. The researcher believed that 
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her background in the corporate sector heightened the interviewees‘ comfort 
level in talking to someone who understood their culture and language. This 
was evident from the outset, when many of the interviewees asked the 
researcher about her personal and professional background to establish a sense 
of camaraderie before starting the ‗official‘ interview.  
However, the researcher must admit that the very thought of 
interviewing business elites whose photographs regularly appear on leading 
business magazines daunted her at the outset. To manage these fears, the 
researcher listened to YouTube videos that these potential interviewees had 
given to the media on CSR. This helped the researcher to assess their style of 
conversation, the way they waited for the next question etc. In addition, the 
researcher read extensively on what they had written or spoken on CSR, books 
they had published, CSR messages from the chairman in company annual 
reports, corporate websites, interviews they had given etc. These efforts 
brought the researcher ―closer‖ to potential participants and greatly enabled 
her to strike a rapport with the interviewees and conduct effective interviews.  
Due to the medley of experiences in childhood and later in the corporate 
sector, the researcher also brought certain biases to this study. The researcher 
had to navigate between feelings of trust and distrust of big business and of 
―corporate talk.‖ By becoming aware and conscious of these biases, the 
researcher has made every effort to bracket and manage them, but 
acknowledges that these biases may have affected the interpretation of the 
data. Finally, the researcher commenced this study with the assumption that 
CSR in India may be known and practiced under some other term and that the 
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dimensions of CSR may be different from that conceptualized in the literature 
due to different social, economic, political and cultural contexts.  
Participants.  
Sampling and sampling frame. In qualitative research, the focus of 
sampling is not on statistical adequacy, but on accessing data sources that can 
generate rich, deep data that can throw light on the questions under study 
(Bryman, 2004; Patton, 1990). Often qualitative studies adopt a purposive 
sampling strategy where the intention of sampling is to achieve a good fit 
between the research questions and the participants. This study employed a 
purposeful sampling strategy. 
Since this study sought to understand the views of leaders and senior 
managers in large corporations in India who drive the conceptualization and 
implementation of CSR, the purposive sample had to include elites from large 
corporations in India that are recognized as socially responsible companies. 
Toward this, the researcher chose the Standard & Poor India ESG Index as a 
sampling frame. This Index is a list of 50 companies selected from the first 
500 Indian companies by total market capitalization listed on National Stock 
Exchange of India Ltd. (NSE) based on a company‘s environmental, social 
and governance (ESG) practices. These parameters corresponded with the 
dimensions of CSR expounded in the literature. Each company is assigned a 
composite score by summing quantitative and qualitative scores. The 
quantitative score is based on three factors – transparency and disclosure on 
corporate governance, environment, and social governance as per the 
company‘s published information. The top 150 companies with the highest 
quantitative score are selected for qualitative scoring on the basis of 
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independent sources of information such as news stories, websites, and CSR 
filings and finally, the index ranks each company against their peers in the 
Indian market (www.standard & poors.com). The index is jointly developed 
by Standard & Poor‘s, Credit Rating and Information Services of India Ltd. 
and KLD Research & Analytics, Inc. and represents the first of its kind to 
measure environmental, social, and corporate governance (ESG) practices in 
India based on both quantitative and qualitative factors. The researcher chose 
the Index dated Feb 13, 2009, being the most recent index before the start of 
data collection in July 2009 (see Appendix A for complete list of Index 
constituents). 
Profile of participating companies. This study chose to study 
companies that represented both the manufacturing and service sectors 
because cross-comparisons would greatly enrich the interpretation of data 
(Bryman, 2004). The researcher decided to approach all the fifty companies 
since there was a good possibility that gatekeepers would block access to 
business elites (Odendahl & Shaw, 2002; Thomas, 1995). To navigate issues 
of gatekeepers and access to elites, the researcher initially decided to go 
through personal contacts. However, this method was too time consuming and 
did not deliver the required results. Then the researcher decided to approach 
the companies directly, a decision that paid off handsomely. The researcher 
obtained the email address of the chairperson of the company either from 
published sources or by telephoning the corporate headquarters of the 
companies on the list, explaining the purpose of the call, and requesting the 
email address of the most senior manager in charge of CSR. Most of the 
secretaries who answered the call promptly gave the email address of the 
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relevant person or directed the researcher to the relevant individual(s). The 
researcher then emailed a request to conduct research along with the 
participant information sheet that advised the potential participant about the 
risks and benefits of participation (see Appendix B for letter of invite to senior 
managers). 
The researcher used strategies recommended by Dillman, (1978) (as 
discussed in Rada, 2001) to increase the legitimacy of the request, such as 
using the university‘s letterhead in digital form, the researcher‘s digital 
signature in blue ink, etc. The researcher also highlighted the dearth of 
literature on CSR in Asia and appealed to the participants‘ sense of 
responsibility to help academia fill this information gap. To increase their 
confidence in acceding to meet the researcher and to add further authority to 
the request, the researcher highlighted that the research was supervised by 
three professors from Singapore and the United States of America, and also 
gave the URL links to the professors‘ websites. The researcher believes that 
these strategies were successful as the companies were very responsive to the 
request and the researcher managed to gain access to 20 companies. Finally, 
the researcher completed 19 interviews representing 16 companies.  
In instances where the company had established a Foundation to deliver 
its CSR agenda, wherever possible, the researcher interviewed a representative 
of the company and of the Foundation in order to garner a holistic 
understanding of the company‘s CSR thinking, practice and communication. 
Interviews could not be conducted in three of the companies that agreed to 
grant access because of unanticipated emergencies that the interviewees had to 
attend to. Since telephone interviews were difficult to arrange due to the 
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executives‘ busy schedules, they had to be left out of the list of participants. 
According to McCracken (1988), eight is considered an efficient number for 
qualitative interviews. However, the researcher conducted more than twice 
this number because she contacted almost all the organizations in the sampling 
frame to mitigate the concern that not many of the organizations would give a 
student researcher access to their most senior executives. 
There was an even split between manufacturing and service sector 
companies, with nine companies in the manufacturing sector, seven in the 
services sector and one company with a presence in both manufacturing and 
service sectors. The researcher managed to gain access to one of the two 
public sector companies on the list. The companies in the manufacturing 
sector represented diverse industries such as pharmaceuticals, steel, cement, 
power generation etc., while the companies in the services sector represented 
industries such as information technology, banking and telecom. Many of the 
participating companies were among the top three in their respective 
industries, in terms of market capitalization. This participant list, achieved 
through purposive sampling, satisfied the requirement of this study to access 
the views of the elites in large corporations in India.  
Profile of interviewees. This study sought the views of business elites 
and hence aimed to obtain interviews with either the 
owner/founder/chairperson of the company or the senior-most manager in 
charge of CSR. In case the company had a Foundation to deliver its CSR 
policies, the researcher attempted to interview the head of the Foundation as 
well. The Foundation head was often either the spouse of the owner/founder, 
or a professional manager. Out of the 19 interviews, two interviews were with 
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founder-chairpersons, individuals very well known in India and abroad for 
their pioneering work in their respective industries as well as their work in 
CSR. The remaining interviewees were heads of CSR, reporting directly to the 
chairperson and on the Board of Directors. The heads of CSR were either 
exclusively in charge of CSR at the organizations or were heads of other 
functions such as Human Resources or Corporate Communications with 
additional responsibility for CSR. 
Sites of research. The researcher conducted the qualitative interviews 
predominantly in three major Indian cities—Mumbai, New Delhi and 
Bangalore—because these metros housed most of the headquarters of the 
participating companies. One of the founder-chairpersons was based in 
Hyderabad, but since the chairperson was travelling, the researcher conducted 
the interview in Bangalore. In one case, the interview had to be conducted by 
telephone because the interviewee was located far away from these metros and 
the resources required to conduct a face-to-face interview were not justifiable. 
In another case, the interviewee had to leave on an unplanned trip when the 
researcher visited the interviewee‘s city and therefore the researcher 
conducted the interview over telephone. All the other interviews were 
conducted face-to-face in these three cities.  
Contingency Plans. It is essential to have contingency plans before the 
researcher embarks on data collection. One of the potential problems that the 
researcher had anticipated was that participants might have to cancel the 
interviews due to unprecedented changes in their schedule. This was highly 
probable since all the participants were business elites in charge of businesses 
or functions in their respective organizations. If such a case arose, the 
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researcher planned to request the participants to consent to telephonic 
interviews. Thankfully, the researcher could conduct all the interviews as per 
schedule, except for the two that the researcher conducted by phone, after 
returning to her University from the field.  
The Data-generation Process 
 The researcher arrived in India in May 2009 and spent the month 
fixing up interviews, which were then carried out over the months of June and 
July. Since the interviewees were based mostly in the corporate headquarters 
and most of the corporate headquarters were in the metros, the researcher tried 
to fix blocks of interviews per city to minimize travel costs. In this first trip, 
the researcher managed to conduct interviews in Bangalore and Mumbai. The 
researcher returned twice from Singapore, once to conduct interviews 
scheduled in New Delhi and the next time in Bangalore. The last visit was 
necessary since two of the interviewees were not available until September 
2009. So the bulk of the interviews were conducted in July and August 2009, 
with four interviews taking place in June and September. The remaining part 
of the section will discuss the ‗qualitative‘ aspects of the data generation 
experience. 
Ever since the researcher had to face the prospect of leaving the cozy, 
familiar precincts of the air-conditioned university rooms and libraries and 
enter the unknowns of the research site, she had been haunted by a persistently 
uncomfortable memory. While the researcher had been working at an MNC in 
Chennai, India, her boss had delegated a job to her. She doesn‘t remember the 
exact words her boss used, but it was on these lines: ―Somebody has come to 
see me about a research project, some academic thing….just meet him and 
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send him off, don‘t waste too much time….it is for a Ph.D.‖ The said ―Ph.D. 
somebody‖ mumbled question after question that the researcher could barely 
understand and left most probably without gathering the insights that he had 
sought. The researcher was determined not to let this happen to her. The 
following paragraphs will demonstrate how the researcher attempted to create 
a reasonably meaningful data generation experience before, during, and after 
the interview. 
Before the interview. As soon as the researcher arrived in each city, she 
contacted the participants or their secretaries to let them know that she had 
arrived and left a local number at which to contact her. This not only served as 
a reminder of the interview but also enabled interviewees to get in touch with 
the researcher in case of any last minute changes.  
The researcher also prepared well in advance and created dossiers for 
each participating company. Each dossier included company reports with 
sections on CSR or separate CSR reports, published information about the 
company, the Boards of Directors, Foundations, if any, and the work that they 
did, core areas of CSR activity, etc. The researcher also created copies of the 
interview guide and in addition to the questions on the guide, added questions 
specific to the participating company. This was done in order to elicit specific 
information that could be used to gain a more complete picture of the 
phenomenon under study.   
Last, but equally important, the researcher ensured that she dressed as 
professionally as possible. Thomas (1995) has recommended dressing as 
closely as possible to the interviewee‘s possible style of dressing to manage 
the interview situation more comfortably. Moreover, the researcher ensured 
114 
 
that she arrived at the venue at least half an hour in advance. Considering the 
distances and traffic conditions in India, the researcher often left for the 
interview an hour or even two hours before the scheduled appointment. 
During the interview. It is very important to establish a sense of trust 
and bonding between the interviewee and interviewer in order for the 
interviewees to openly discuss the topic and be candid in their views (Marshall 
& Rossman, 1999). Often, after the initial hellos and questions about the 
researcher‘s flight and difficulty in navigating local traffic, the interviewees 
asked the researcher to say something more about herself—the regional state 
in India she is from, her education, work experience etc. Most of them also 
had hard copies of the researcher‘s web page on their table. It certainly 
appeared that just as the researcher had done her homework, so had the 
interviewees.   
Following IRB guidelines, the researcher then briefed the interviewees 
about the research, recorded their consent to participate in the interview and 
left the recorder turned on as close to the interviewee as possible. Since the 
recording instrument was quite small and since the researcher did not have to 
keep manipulating it, it did not cause any explicit intrusion into the interview 
process. This is important, as the recording device can often be a source of 
anxiety for participants (Bryman, 2004). 
The interview started with the most general of the questions that asked 
interviewees to explore their thoughts aloud on the dimensions of CSR in the 
Indian context. In response to this question, most of the interviewees spoke for 
20 minutes or more, a few of them narrating stories and drawing analogies. 
This gave the interviews a particularly active, conversational tone. One 
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interesting story was about how the founder of a cement plant fended off 
criticism from the local rural community that the dust from the cement plant 
would affect agriculture. The founder built a rose garden right outside the 
factory to prove that if a plant as delicate as the rose could survive near the 
premises, so could local agriculture. Another interviewee, a founder of a 
corporation, shared the story of how he embarked on his CSR journey.  
Often, a good rapport was established between the researcher and the 
participant. In one instance, when the researcher shared her wish of starting an 
NGO, the participant invited the researcher to visit the three Foundations of 
which he was the chairperson. In another instance, the researcher and the 
participant established rapport because of a mutual acquaintance who worked 
for the Swiss multinational company with which the participant‘s company 
had merged. The researcher felt that this greatly helped to foster a sense of 
camaraderie with the interviewee and the interview went well over the allotted 
one hour, and one of the executives even showed the researcher the company‘s 
CSR evaluation processes on her laptop. 
The interviews ranged in duration from 40 minutes to slightly over 90 
minutes, with most interviews falling within the one-hour range. The 
researcher always ended the interviews with an open question, asking the 
participants whether they had anything more to share, over and above what 
they had already shared with the researcher.  
After the interview. The researcher felt that the first few moments right 
after the interview were the golden moments when the interview and the 
interactions were still fresh in the mind. Consequently, as soon as possible, the 
researcher wrote a summary of the interview discussion, including any 
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thoughts on theorizing and comparisons with other data that arose after the 
discussion. Wherever possible, the researcher also tried to complete 
transcribing the interview notes within the same day of the interview. 
However, the bulk of the interviews were transcribed later. The researcher did 
the transcriptions herself as doing so facilitates data analysis (Morse & 
Richards, 2002). The final transcript of all the interviews ran well over 300 
pages. 
Data analysis  
The predominant goal of data analysis in qualitative research is to bring 
a modicum of order to large amounts of messy, unstructured data and to 
generate ideas about what‘s happening in the data (Becker, 1998; Coffey & 
Atkinson, 1996; Morse & Richards, 2002; Richards, 2009). This goal of 
bringing order to the data and producing ideas is achieved through the process 
of coding. Coding is not only about organizing data by giving labels to similar 
data segments, but is also about making links with other data segments and 
linking the data with abstract sets of ideas about the phenomenon under study 
(Coffey & Atkinson, 1996; Ryan & Bernard, 2003; Morse & Richards, 2002). 
In this study, the words ―code‖ (Miles & Huberman, 1994) and ―themes‖ 
(Ryan & Bernard, 2003) are used interchangeably because Ryan and Bernard 
(2003) have argued that codes, themes, categories (Glaser & Strauss, 1967) 
and labels (Dey, 1993) refer to the same construct. 
There are two kinds of coding strategies. In the first strategy, codes 
reflect substantive research questions or the conceptual framework of this 
study. These are also called apriori or etic codes and are drawn from the 
literature (Coffey & Atkinson, 1996; Strauss & Corbin, 1990). This coding 
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strategy helps to identify patterns in the data that reflect the existing 
conceptual framework and helps to maintain focus on the research questions. 
On the other hand, in the second strategy, codes come from the data, from the 
interviewee‘s words. They are emic and inductive in nature and are often 
called in vivo codes. This strategy helps to generate new themes that reflect 
ideas that are important and relevant to the participants but have not yet been 
captured in the literature (Spradley, 1979). This study used both kinds of 
coding strategies—one set of codes was drawn from the sensitizing concepts 
that guided this study, and the second set of codes was drawn from the data 
set.  
To generate codes, this study followed Mason‘s (1996) recommendation 
to conduct three kinds of reading of the data: literal, interpretive, and 
reflexive. According to Mason, interpretive reading refers to the researcher 
actively navigating between the interviewees‘ interpretations and 
understandings and the researcher‘s own data-based interpretations and 
involves ―reading through or beyond the data in some way‖ (p.109). 
Accordingly, the researcher conducted an interpretive reading of the data to 
generate codes and themes that could be identified across the body of data.  
Bloomberg and Volpe (2008) suggested reading the data repeatedly, 
with one research question in mind at a time. Though the researcher thought 
this was a good suggestion and started to read the data interpretively with the 
first research question in mind, themes or concepts associated with other 
research questions kept forming in the researcher‘s mind. The researcher 
thought it was futile and even counter-productive to banish these initial codes 
and themes because the first moments of interaction with the data are very 
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important. As a result, the researcher discarded the one-research-question-at-a-
time format and instead coded each transcript to produce codes relating to all 
the related research questions. It was possible to do so without explicitly 
keeping the research question in mind because the researcher had internalized 
the research questions by the end of the data generation process, and could 
actively produce codes that were related to the foci of the research questions. 
This was possible because the researcher had personally transcribed all the 
interviews and was very familiar with the data.  
The researcher used multiple strategies to produce codes and themes. 
These included examining the data for repetitions, metaphors and analogies, 
and similarities and differences across units of data because these strategies, 
along with examining for in vivo codes, theory related codes, linguistic 
connectors, missing data and transitions, are effective ways of producing 
themes (Ryan & Bernard, 2003).  
The researcher arranged data segments into little piles that seemed to go 
together and named each pile, thus producing a code. This processing 
technique of cutting and sorting is one of the most versatile in producing codes 
(Ryan & Bernard, 2003). While coding, the researcher made notations as 
memos at the end of the transcript whenever ideas arose in the researcher‘s 
mind with regard to comparisons or any thought that led towards greater 
abstraction. These twin processes, reducing large amounts of data into bite-
sized codes, and expanding on these codes to a higher level of abstraction, 
reduce and expand the data at the same time. These simultaneous processes of 
data reduction and expansion achieved through iteratively interacting with, 
and interrogating, the data is a defining characteristic of qualitative data 
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analysis and helps to keep the researcher grounded in the data while 
abstracting into more theoretical realms (Becker, 1998; Coffey & Atkinson, 
1996; Morse & Richards, 2002). 
After a close reading of each transcript and generating codes and 
memos, the researcher collected all the codes and memos at the end of each 
transcript, along with the field notes that were written right after the interview 
and any other observations that the researcher had made during the data 
generation and analysis processes. These codes, memos and field notes were 
then sorted and organized based on similarities and differences within each 
transcript and across transcripts. The codes and memos that had not recurred 
across multiple interview transcripts, but were peculiar to the particular case, 
were grouped under a miscellaneous set. Once the codes, memos and field 
notes were sorted and organized, they were ready to be subjected to further 
examination to generate more abstract ideas about the data. 
The researcher used a large drawing block to record further analysis. She 
also used a participant-by-concept matrix to summarize the codes for each 
research question. The researcher could then group several of these codes 
together and label them as a more abstract idea that encompassed multiple, 
related codes. This strategy allowed her to examine linkages among codes and 
more abstract ideas that could describe or analyze the data as a whole. The 
researcher also actively identified similarities and contrasts between the 
service and manufacturing sectors because participants had pointed to such a 
distinction and because cross comparison would further enhance data 




Evaluation Criteria in Qualitative Research 
The evaluation criteria for qualitative research are very different from 
the criteria used for quantitative research such as validity, reliability and 
generalizability. Some scholars such as Mason (1996) argued that the criteria 
used to evaluate quantitative research may also be applied to evaluate 
qualitative research with little change in meaning. However, some other 
scholars such as LeCompte and Goetz (1982) argued that the criteria used to 
evaluate quantitative research can be applied to qualitative research with 
somewhat altered meanings.  Yet another position adopted by scholars such as 
Lincoln and Guba (1985) proposed that qualitative research necessitates its 
own set of criteria to assess rigour and quality. According to Lincoln and Guba 
(1985), the primary criterion for establishing the quality of qualitative research 
is trustworthiness. This criterion encompasses the attempts of the researcher to 
address issues of validity and reliability. Trustworthiness is determined by 
four sub-criteria: (a) credibility, (b) transferability, (c) dependability, and (d) 
confirmability. This section will now evaluate these alternative criteria for 
assessing qualitative research and will explain how this study employed 
strategies to ensure credibility, transferability, dependability and 
confirmability.  
Credibility. This criterion, analogous to internal validity, determines 
whether the findings are accurate and credible, thus enabling its acceptance by 
readers. Credibility can be established by demonstrating that research has been 
carried out according to the canons of excellent research practice and through 
member validation and triangulation. The researcher used various strategies to 
enhance the credibility of this study. First, the researcher conducted member 
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validation by paraphrasing and clarifying participants‘ accounts upfront. 
Though member validation is often done after analysis, the researcher could 
not do this since all her participants were business elites who were not very 
accessible beyond the formal interview, nor would they have had the time to 
review the report. Instead, at intermittent intervals during the course of the 
interview, the researcher paraphrased and summarized the participant‘s 
accounts in order to achieve clarity and congruence between the researcher‘s 
understanding and the participants‘ thoughts and statements. Second, the 
researcher discussed the process of data generation and analysis with senior 
professors in the faculty to ensure that the ideas abstracted from the data were 
indeed reflective of the data. 
Transferability. Though the criterion of transferability parallels 
external validity, the intention in qualitative research is not to generalize but to 
assess the extent to which one research can be transferred to another similar, 
though not identical, context. In order to enable transferability, Guba and 
Lincoln (1994) suggested that researchers provide thick descriptions that can 
enable other researchers to determine the transferability of the findings to 
other similar contexts. The researcher attempted to achieve transferability by 
providing extensive descriptions of the participants and the context of this 
study.  
Dependability. Though this criterion loosely corresponds with 
reliability, it does not imply replicability as used in quantitative research. 
Instead, Lincoln and Guba (1985) argued that dependability is based on the 
extent to which proper procedures have been formulated and consistently 
applied in the research process. To ensure dependability, Guba and Lincoln 
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(1994) proposed an auditing approach by which peers would audit the records 
kept during the different phases of the research process. Toward this end, the 
researcher created records of the thought processes behind decisions relating 
to the various phases of the research process. These included decisions 
regarding formulation of research problems, sampling, data analysis, etc., and 
comprised entries in the researcher‘s work notebook, field notes, transcripts, 
analysis worksheets, memos, etc. These were periodically shared with two 
senior professors who appeared satisfied that proper procedures had been 
followed at various stages of the research process.  
Confirmability. This criterion is similar to the concept of objectivity in 
quantitative research. However, complete objectivity in the sense of keeping 
the researcher entirely out of the research process is not an aim of qualitative 
research. Qualitative research acknowledges that knowledge is co-constructed 
by the researcher and the participant, and it is not possible to achieve full 
objectivity. However, it is important to demonstrate that the researcher has not 
allowed personal values and subjectivity to completely bias the findings either. 
To achieve this, researchers must be reflexive, state upfront their assumptions 
and biases, and demonstrate how their findings can be connected back to the 
data from which they were derived. Often, this criterion was achieved by 
auditors of the research log. The researcher discussed the analysis process with 
her professors, and they appeared convinced that the analysis was indeed 
grounded in the data.  
Ethical considerations 
In all research studies, maintaining high standards of ethics is of 
paramount importance, especially regarding protection of participant rights 
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(Berg, 2004; Marshall & Rossman, 2006; Merriam, 1998). The researcher‘s 
university Institutional Review Board (IRB) reviewed the proposal for this 
study and approved it after ensuring it had incorporated ample safeguards 
regarding participant protection. The key interest of the IRB was in ensuring 
the anonymity of the participants and the confidentiality of the data. Though 
the researcher did not anticipate any major threats to anonymity or 
confidentiality, the researcher employed various precautionary measures to 
ensure the rights and protection of participants. 
First, the researcher assured the participants of anonymity multiple 
times—in the first request letter, in the participant information sheet, and 
orally before the start of the interview. This study maintained the focus on 
anonymity right through the recording and reporting stages. Nowhere was the 
identity of the participant or the participating company mentioned and all data 
were reported in the aggregate only. Second, informed consent was a top 
priority throughout this study and the consent to participate was recorded at 
the beginning of the interview. Third, the researcher was committed to 
ensuring secure data storage and stored the data in a password-protected 
computer with the password known only to the researcher. After describing 
how the first phase of this study was conducted, the researcher will now 
explain the research strategy and methods used in the second phase of this 
study. 
Methodology: Phase Two 
 
Based on insights generated from the qualitative interviews, the second 
phase of this study aimed to examine whether the business-case-for-CSR holds 
true in a non-Western context as well; specifically by exploring the 
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relationship between organizations and their internal publics, from the 
perspective of employees in large corporations that are known to be socially 
responsible. To investigate probable patterns of association, this study posed 
two research questions: RQ (6) Is awareness of CSR practices significantly 
related to relational outcomes-trust, commitment, satisfaction and control 
mutuality? RQ (7) Which dimension of CSR-discretionary, ethical, legal and 
economic-is most significantly related to which relational outcome-trust, 
commitment, satisfaction and control mutuality? The researcher adopted a 
cross-sectional research design and survey research method to address these 
questions because they provide a good fit between research questions and 
methods and congruence between questions and methods is of paramount 
importance in guiding the choice of research strategy and design (Babbie, 
2004; Bryman, 2004). In the following sections, the researcher will describe 
the methodology employed to address these research questions and will 
specifically discuss: a) the rationale for choosing a quantitative research 
strategy; b) an overview of the research design, including the rationale for 
selecting a cross-sectional research design, method employed, sampling 
strategies, pre-testing and pilot survey, data collection procedures, measures, 
and data analysis, including tests of multicollinearity, correlation and 
regression; and c) ethical considerations.  
Rationale for Conducting a Quantitative Study 
This phase of the study aimed to examine the influence of awareness of 
CSR practices on relationship outcomes from the perspective of employees. It 
aimed to investigate probable relations and associations among two main 
concepts rather than to understand how social actors situated within specific 
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socio-cultural-political-economic milieus actively constructed those concepts. 
Many scholars such as Bryman (1988) and De Vaus (2002) have argued that a 
quantitative research strategy is best suited to investigating associations and 
examining theoretical relationships amongst key constructs. Accordingly, this 
study chose a quantitative research strategy over a qualitative strategy to 
investigate associations between awareness of CSR dimensions and 
relationship outcomes. 
Overview of Cross-sectional Research Design 
Within the quantitative research paradigm, some of the most frequently 
used research designs are experimental, quasi-experimental and cross-
sectional designs (De Vaus, 1991; Judd, Smith, & Kidder, 1991). This study 
employed a cross-sectional research design because it ―entails the collection of 
data on more than one case and at a single point in time in order to collect a 
body of quantitative or quantifiable data in connection with two or more 
variables, which are then examined to detect patterns of association‖ 
(Bryman, 2004, p. 41). This phase of the study aimed to gather data from 
employees across organizations, at a point in time; on awareness of CSR 
practices and perceptions of relationship outcomes which will be analyzed for 
patterns of relations and associations. These research purposes were highly 
compatible with the characteristics of a cross-sectional design. Furthermore, 
cross-sectional research design is particularly suited when ascertaining 
relationships is more important than establishing causality among variables 
(Judd et al., 1991). This research did not aim to determine causal processes, 
but aimed to detect probable associations between the concepts of CSR and 
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relationship outcomes. Considering all the reasons mentioned above, the 
researcher chose a cross-sectional research design for this phase of the study.  
Survey research method. This study employed a survey research 
method because a survey can generate quantifiable structured data on large 
numbers of people within a short span of time that can be examined for 
variation in the dependent variables depending on variation in the independent 
variables and can be analyzed for detecting patterns of association (Babbie, 
2001; Bryman, 1988; De Vaus, 2002). Furthermore, surveys are well suited to 
assessing attitudes, beliefs and behavior, and can examine causal propositions 
about these attitudes, beliefs and behavior (Weisberg, Krosnick, & Bowen, 
1996). Though this study was not designed to examine causal links among 
variables, it sought to examine the views of a large number of employees in 
service sector corporations on corporate social responsibility and relationship 
outcomes to explore theoretical relationships among the variables under study. 
Accordingly, the survey research method was well suited for this study. 
There are multiple modes of administering a survey such as self-
administered questionnaires and structured interviews (Bryman, 2004). This 
study chose a web-based, self-administered questionnaire in line with the 
researcher‘s aim to examine the views of a large number of employees in 
service sector corporations, a specialized sample with relatively high levels of 
access to email and the Internet.  
DeVaus (2002) compared multiple survey research methods ranging 
from face-to-face interviews to web-based methods, and concluded that a web-
based method scores high with a specialized sample, in locating and gaining 
access to selected respondents, in its capability to handle a complex 
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questionnaire, in its ability to filter questions and question sequence control, in 
minimizing social desirability bias, in avoiding interviewer traits effects, 
interviewer opinions and interviewer subversion and finally, in the ease of 
implementation with low cost and high speed. Moreover, Roster, Rogers, 
Hozier, Baker, and Albaum (2007) argued that web-based survey methods are 
comparable to direct mail with more design alternatives than traditional mail 
surveys. 
Bryman (2001) advocated the use of online self-completion 
questionnaire as it is cheaper and quicker to administer, and is more 
convenient for respondents to answer at their own leisure. One of the 
identified weaknesses of the web-based survey was the respondents‘ lack of 
experience online. However, since this study targeted a specialized sample that 
is most likely familiar with navigating the Internet and the web, using online 
methods with this sample did not pose a problem. For the reasons listed above, 
this study chose to employ a web-based self-administered questionnaire to 
gather data. 
Sampling strategies.  
Population and sampling frame. According to DeVaus (2002), the first 
step in sampling is to define the population, identify the key attributes of the 
population, and to anticipate those likely to be excluded. In this study, the 
study population consisted of employees working in large corporations in 
India that are known to be socially responsible. The population included all 
employees irrespective of gender, tenure, age, position in the organization, etc.  
However, one of the key findings in the first phase of this study was that 
leaders and senior managers in large corporations in the people-intensive 
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service sector in India identified improved relationship with employees as a 
key benefit of being socially responsible. On the other hand, managers of large 
corporations in the capital-intensive manufacturing sector regarded goodwill 
of the local communities rather than relationship with employees as the most 
important benefit of being socially responsible. Participants argued that this 
was the case because the primary stakeholders of large people-intensive 
corporations and large capital-intensive corporations are different. In large 
people-intensive corporations that employ over a hundred thousand people, 
employees form a primary stakeholder group. However, while large capital-
intensive corporations may not employ large numbers of employees, they may 
still impact upon the lives of hundred thousand people in communities in and 
around their sites of operations. For these corporations, local communities—
and not employees—form a primary stakeholder group.   
Therefore, even though the researcher had initially planned to conduct 
the survey in both manufacturing and service sectors, the data from the 
qualitative interviews made it redundant to conduct the survey in 
manufacturing companies. Hence, the researcher redefined the study 
population as employees in large corporations in the service sector in India 
that are known to be socially responsible.    
Since this study aimed to examine the relationships between awareness 
of CSR practices and specific relationship outcomes from the perspective of 
employees in large service sector corporations that are known to be socially 
responsible, it was imperative to identify companies that have demonstrated 
social responsibility. Hence, this phase of the study also used the same 
sampling frame as the first phase, the Standard & Poor India ESG Index, a list 
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of 50 companies selected from the first 500 Indian companies by total market 
capitalization listed on National Stock Exchange of India Ltd. (NSE) based on 
a company‘s environmental, social and governance (ESG) practices. This 
sampling frame was representative of the companies whose employees this 
study intended to examine and thus ensured high external validity. Details of 
the Index have been presented in the earlier section on methodology of phase 
1 and will not be repeated here.  
Type of sampling. This study employed a mix of probability and non-
probability sampling. At the outset, this study employed multi-stage cluster 
sampling. In cluster sampling, the first sampling unit is not the units of the 
population to be sampled, but groups or clusters of those units (Bryman, 
2004). This study aimed to examine the views of employees in large service 
sector organizations. So an apt cluster for this study was organizations. Of the 
fifty companies on the Standard & Poor India ESG Index, thirteen were from 
the service sector. Of these thirteen companies, five were from the financial 
sector, five were from information technology sector, one was from the 
telecom industry and two were in mixed lines of businesses.  In phase one of 
this study, the researcher had interviewed four participants from the 
information technology sector and three from the financial sector. In order to 
keep the effects of industry sector under control, the researcher decided to 
examine one industry in the service sector. The researcher chose to study the 
information technology sector because this sector has been at the vanguard of 
India‘s economic growth after economic liberalization (www.eiu.com, India 
Country Profile, 2008). The researcher invited the five companies in the 
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information technology sector in the sampling frame to take part in the 
research, of which three companies agreed to participate.  
The researcher requested the organizations to send the survey to a cross-
section of employees representing various levels, with no restrictions on 
demographics such as age and gender. However, the researcher had limited 
control over the sampling strategy used to sample individual employees 
because ―the bounded nature of organizations imposes an additional layer 
between organizational researchers and their subjects‖ (Bryman, 1989, p. 2). 
In addition to requesting the organizations to mail the questionnaires to their 
employees, the researcher also employed convenience sampling. The 
researcher contacted three employees with varying levels of experience in the 
first organization and two employees in the second organization and requested 
them to send out the survey to as many co-workers as possible that correspond 
to the required sample characteristics. Bryman (1989) argued that because of 
the inaccessibility in the field of organizational studies, convenience samples 
are very commonly used, often more than probability-based samples. He cited 
Mitchell‘s (1985) analysis of articles to show that only 17 percent of 
organizational studies used random samples.   
Sample size. In the first organization, the survey was sent out to around 
500 employees from whom 114 usable responses (response rate of 22.8%) 
were returned. In the second organization, the survey was mailed to around 
800 employees; 130 usable responses (response rate of 16.25%) were returned. 
The overall sample size for the industry was 244. The researcher had 
anticipated low response rates because of lack of pre-paid incentives and 
sensitivity of the subject matter of the research (Smith, 1995, as cited in 
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Bryman, 2004). However, these samples sizes are highly satisfactory because 
in studies using regression analysis, the ratio of observations to independent 
variables should not be below five (Bartlett, Kotrlik & Higgins, 2001). In this 
study, this ratio translates to an acceptable sample size of anything above 20. 
Hence the sample sizes for each of the organizations, 114 and 130 
respectively, and for the industry, 244, are highly satisfactory. Furthermore, 
sample size depends on the variation in the population. In relatively 
homogenous populations, such as members of an organization, a smaller 
sample size is acceptable (Bryman, 2004; Singleton & Straits, 1999). The 
sample size for this study is adequate because this study sampled a fairly 
homogenous population, employees from two large corporations in the 
information technology industry in India. 
Description of Sample. Three companies out of the five in the 
information technology industry in the Standard and Poor India ESG Index 
participated in the survey. However, data from only two companies have been 
used in the final analysis. Responses from the third organization were used as 
the pilot to check for scale reliability. Though the researcher carried out 
individual data analysis for each of the two participating companies, since the 
results were similar, data from the two companies were grouped together and 
re-analyzed to examine for industry-level findings. 
Each company sent out an email invitation to around 500 to 800 
employees from across multiple layers of the organization requesting that they 
participate in the survey. Of the 500 employees from one company that were 
invited to participate, 110 provided usable responses and of the around 800 
employees who were invited to participate from the other, 134 gave usable 
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responses. These 244 individuals constituted the sample for this study. The 
majority (N=117, 48%) of respondents were male while 78 (32%) were 
female, while the rest did not identify gender. The majority (N=159, 65.2%) of 
respondents were in the 20-30 years age range and 52.5% of the sample 
(N=128) had 1-5 years of experience with their current organization. In terms 
of volunteering frequency, 27.9% (N=68) of the respondents had volunteered 
to participate in a community/CSR event more than thrice, while 20.9% 
(N=51) had never volunteered. The remaining percentage of the sample had 
volunteered once, twice or thrice. Table 3.1 presents the demographic 
characteristics of the sample. 
Table 3.1 
Description of Sample 
Demographic characteristic Frequency Percentage 
Age range (in years)   
20-30 159 65.16 
31-40 33 13.52 
41-50 05 2.05 
51-60 01 .41 
Did not specify 46 18.85 
Total 244 100 
Gender   
Male 117 47.95 
Female 78 31.97 
Did not specify 49 20.08 
Total 244 100 
Tenure (in years)   
<1 33 13.52 
1-5 128 52.46 
6-10 28 11.48 
11-15 05 2.05 
16-20 04 1.64 
>20 0 0 
Did not specify 46 18.85 
Total 244 100 
Volunteering frequency   
Never 51 20.90 
Once 34 13.93 
Twice 35 14.34 
Thrice 09 3.69 
More than thrice 68 27.87 
Did not specify 47 19.26 




Pre-tests and preliminary survey. The researcher conducted two pre-
tests and a preliminary survey before the final survey was administered in two 
organizations because pretesting can help to identify questions that 
respondents have difficulty in understanding or might have a tendency to 
misinterpret (Krosnick, 1999). In addition to conventional pretesting, Krosnick 
suggested cognitive pretesting since different pretesting methods can focus on 
different aspects of the data collection process. In cognitive pretesting, 
respondents are asked to think aloud while answering questions, a strategy  
intended to assess the cognitive processes used by respondents to answer 
questions, thus giving the researcher insights into the manner in which each 
item is understood and answered. Through this method, the researcher can 
promptly identify any respondent confusion or misinterpretation. This study 
employed both conventional pretesting and cognitive pretesting.  
First, the researcher employed conventional pretesting and sent the 
questionnaire to 12 respondents who were representative of the population this 
study sought to examine. The researcher requested them to go through the 
questionnaire item by item and give feedback on wording, item 
comprehension, question sequence, time taken and anything else that might 
come to their mind while going through the questionnaire. They were asked to 
be as critical as possible. The researcher incorporated the suggestions they 
made such as grouping the questions differently to manage the flow of the 
questionnaire better, and deleted some of the questions that had been added to 
the existing instrument.  
Second, this study employed cognitive pretesting, wherein the researcher 
gave the questionnaire to five respondents who matched the profile of the 
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population, briefed them on what was expected of them, and closely observed 
the respondents as they went through each item and verbalized their thought 
processes while reading the questions and answering them. There were no 
major changes this time, except for consolidation of two new items into one, 
and a change in the wording in one of the items. The researcher especially 
checked for face validity of the new questions—does the measure apparently 
reflect the concept?—through the pretesting procedures. 
The researcher hosted the final pretested questionnaire on the survey 
management website http://www.questionpro.com and carried out a pilot 
survey in one of the three organizations that had agreed to participate but had 
said they could administer it to only 100 employees. The survey elicited 28 
usable responses and the data were used to check for reliability of the existing 
and modified scales.  
Data collection procedures. This study used a variation of the Total 
Design Method (TDM) (Dillman, 1978, as discussed in Rada, 2001) to 
manage the data collection process. In the original TDM, a questionnaire is 
sent by first class mail, with a follow-up letter a week later, and two 
subsequent mailings of the questionnaire at around four-week intervals. 
Adapting Rada‘s (2001) variation of TDM to an online study, the participating 
organizations first sent out an email, inviting respondents to participate in the 
survey. The link to the survey was embedded at the bottom of the email as 
well as in the attached Adobe Acrobat PDF invite (see Appendix C for 
invitation to employees). A week later, the researcher requested the 
participating organizations to send out a reminder email with the link to the 
survey embedded in the email. Another week later, the researcher requested 
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the participating organizations to send out a second reminder email. When the 
organizational efforts did not generate sufficient responses, the researcher‘s 
contacts in the participating organizations also initiated data collection 
following the modified TDM approach. The survey was open for a period of 4 
weeks from June 16 to July 16, 2010 in one organization, and from June 25 to 
July 25, 2010 in the second organization. 
Measures. This study examined probable patterns of associations among 
four dimensions of corporate social responsibility and four relationship 
outcomes. This section discusses the instruments used to measure these two 
constructs. 
Corporate social responsibility. This study adapted the instrument 
developed by Maignan and Ferrell (2000) to measure corporate social 
responsibility because it was based on Carroll‘s (1979, 1991) theoretical 
conceptualization of CSR and reflected the four dimensions of CSR--
discretionary, ethical, legal and economic, which have been explained in the 
definitions section. Moreover, this instrument included questions on CSR 
specifically adapted to employees such as: ―This company seeks to comply 
with all laws regulating hiring and employee benefits‖ (see Appendix D for 
survey questionnaire). Furthermore, this instrument has been used extensively 
in research employing a quantitative study of CSR (e.g., Wang, 2007). 
However, these scales were developed in North America and hence 
might not sufficiently reflect the conceptualization of CSR in the Indian 
cultural and commercial contexts. This could lead to a potential gap in 
conceptualization between the researcher and respondents. To address this 
issue, the researcher turned to the findings from phase one of the research. The 
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findings indicated that in India, CSR was primarily conceptualized as social 
development and this encompassed aspects of development such as education, 
minimizing impact on the environment etc. Therefore the researcher added 




After adding the extra questions, the final instrument measuring 
awareness of CSR practices had 21 items. Discretionary CSR was measured 
with eight items, while the dimension of Ethical CSR had five items, Legal 
CSR had four items and Economic CSR had four items. This study used a 5-
point Likert-type scale for all items anchored by strongly disagree and 
strongly agree.  
Relationship outcomes. Studies in public relations on organization-
public relationship have used multiple scales such as Hon and Grunig‘s 
(1999), Bruning and Galloway‘s (2003) organization-public relationship scale, 
Kim‘s (2001) scale and Bruning and Ledingham‘s (1999) multidimensional 
organization-public relationship scale. This study chose to use Hon and 
Grunig‘s (1999) organization-public relationship scale that measures the 
relationship outcomes of trust, control mutuality, commitment and satisfaction 
because  the dimensions of trust, commitment and satisfaction were 
highlighted by participants in the in-depth qualitative interviews as one of the 
key benefits of being socially responsible. Furthermore, Hon and Grunig‘s 
(1999) instrument was found to be a valid measure of organization-public 
                                                          
1
 Since the questionnaire had been modified, the researcher ran a preliminary survey to 
check reliability of the modified scale. The modified scale showed acceptable reliability 
scores which are reported in Chapter 4 under the sub section titled Descriptive Statistics and 
in Table 4.9. The procedures adopted for the preliminary survey have been explained earlier 
under the sub section titled Pretests and preliminary survey and are not repeated here.   
137 
 
relationships. In particular, this instrument has been proven to be a good 
measure of a public‘s evaluation of their relationship with an organization. All 
items were 5-point, Likert-type scales anchored by strongly disagree and 
strongly agree (see Appendix D for survey questionnaire). 
Data analysis.  
Descriptive statistics and test of reliability. This study used PASW 
Statistics GradPack 18 for data analysis. The researcher started data analysis 
with preliminary descriptive analyses including frequencies, means and 
standard deviations for each of the items. Reliability of the scales used had to 
be determined because the researcher had modified the corporate citizenship 
questionnaire to reflect qualitative data from India. To assess reliability the 
researcher conducted Cronbach‘s alpha test. Once sufficient reliabilities had 
been ensured, indicators were grouped into their respective dimensions.  
Multicollinearity test. Prior to conducting final data analysis, the data 
were tested for the issue of multicollinearity. Multicollinearity refers to a 
situation where in two or more independent variables are closely related to 
each other (Bryman & Cramer, 2009). To detect multicollinearity, the 
researcher examined the tolerance statistic for each independent variable. 
When the tolerance is low, and tolerance figures approach zero, 
multicollinearity could be a problem (Bryman & Cramer, 2009). 
Correlation and regression tests. The researcher used correlations and 
regressions to examine the data for relationships among dependent and 
independent variables because they are the most commonly used statistical 
methods to test for relationships among constructs (Bryman & Cramer, 2009). 
The researcher tested five models for each dependent variable. In the first 
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baseline model, the dependent variable was regressed onto the control 
variables—volunteering frequency, age, gender and tenure of the respondent. 
In the second model, the dependent variable was regressed onto the control 
variables and discretionary CSR. In the third model, the dependent variable 
was regressed onto the control variables and ethical CSR, and so on and so 
forth. The researcher examined the goodness of fit for each model to 
determine the dimension of CSR that had the most influence on each 
dependent variable. 
Ethical considerations. Ethics in social research revolves around two 
main ethical issues (a) obtaining informed consent and (b) avoiding harm to 
participants (Bogdan & Biklen, 1998). The principle of informed consent 
means that participants must be provided with as much information as needed 
to make an informed decision whether or not to participate in the study. This 
information includes details of the research process and their right to refuse 
participation at any stage of the research. The principle of avoiding harm to 
participants entails issues of anonymity of participants and confidentiality of 
research records (Babbie, 2004; Bryman, 2004). This study fore-grounded 
these ethical principles throughout the research process. At the outset, the 
researcher submitted the research proposal for ethics review to the Institutional 
Review Board (IRB) of the National University of Singapore. 
First, the researcher focused on obtaining informed consent. There were 
two levels of obtaining informed consent in this study—first, of the 
participating organization and second, of the participating employees. The 
researcher created two separate cover letters, one addressed to the manager 
who was helping to co-ordinate the survey in each participating organization, 
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and the other to the employees. Each letter included information such: as (a) 
name of the research and a brief description of the main aims; (b) the 
sponsoring university; (c) names, affiliations and links to resume websites of 
the investigator and members of the supervising committee; (d) details of the 
sampling frame used and criteria for selection of participants; (e) assurance of 
anonymity and confidentiality; (f) the possibility of sharing the report with the 
participating organization; and (g) the approximate time taken to complete the 
survey.  
In addition to the cover letters, the researcher provided employees with a 
Participant Information Sheet with more details about the research. This 
included: (a) contact details of the investigator, the supervisor and an IRB 
manager; (b) purpose of the research; (c) criteria for participation; (d) duration 
of research and duration of participation; (e) estimated number of participants; 
(f) process of participation; (g) processes in place to protect privacy and 
confidentiality of research records; (h) possible risks and discomforts for 
participants; (i) reimbursements; (j) possible benefits to participants; and (k) 
the right to refuse to participate in the research at any point in time. However, 
the researcher obtained a waiver of written consent form from the IRB as the 
researcher anticipated that a written form might jeopardize the participants‘ 
sense of anonymity. 
Second, to protect participants, the researcher ensured complete 
anonymity of participants and confidentiality of research records during data 
collection and publication. To ensure anonymity, the participants were not 
required to divulge information that might identify them during any stage of 
the data collection process, except for some basic demographic information 
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such as age, gender and tenure in the organization. To ensure confidentiality of 
research records, the survey was hosted on an external website accessible only 
to the researcher. Moreover, the researcher signed a non-disclosure 
confidentiality agreement with one of the participating organizations agreeing 
not to divulge any information that had been indicated as confidential. In 
writing the results, the researcher also took care not to reveal any identifying 
information about the participating organizations. The researcher will provide 
a copy of the dissertation or an executive summary to the participating 






 The purpose of this study had two clear foci. First, it aimed to 
understand and examine corporate discourse on the conceptualizations, 
perceptions, practices and communication of CSR in India from the 
perspective of leaders and senior managers in large corporations that are 
known to be socially responsible. It also explored participants‘ norms, beliefs 
and attitudes that influenced their outlook on CSR; examined how they 
negotiated various tensions and conflicts inherent in the conceptualization, 
implementation and communication of CSR; analyzed the perceived benefits 
and key enablers that facilitated adoption and implementation of CSR 
programmes; and examined how the participants communicated CSR benefits 
and goals to key stakeholders. Second, based on these insights, this study 
aimed to examine, from the perspective of employees, whether there was a 
correlation between employees‘ awareness of CSR practices and the 
employee-organization relationship, specifically the relationship outcomes of 
trust, satisfaction, commitment and control mutuality.  
This chapter presents six key findings obtained from 19 in-depth, elite 
interviews
2
; related webpage and document analysis; and 244 survey 
responses. Wherever appropriate, the findings are presented by sector, because 
cross comparison between the service and manufacturing sectors will enrich 
interpretation of the data. The findings can be summarized as follows: 
                                                          
2
 These interviews were held with 2 Chairpersons and the remaining 17 were with Heads of 
CSR. The term Heads of CSR refers to Executive Presidents, Vice Presidents, Chief Executive 
Officers, Chief Operating Officers and Directors who are either responsible solely for CSR or 
hold additional responsibility for CSR. Of the 17 Heads of CSR, 4 held titles such as Head-
Sustainability/CSR, 4 were Vice Presidents/Head of Corporate Communications or Corporate 
Services, 6 held the titles of CEO/COO, 3 were Vice President/Director-HR.   
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(1) An overwhelming majority of interviewees (90-99%) from both 
service and manufacturing sectors described CSR in India as social 
development, articulated primarily through themes of nation-building 
and inclusive growth. However, while manufacturing sector 
companies defined social development as community relations—the 
development of local communities in close proximity to their 
operations—the service sector companies defined it as societal 
relations, or the development of the larger society.  
(2) The majority of interviewees (75-89%) from both service and 
manufacturing sectors asserted that India has had a long history of 
businesses‘ social responsibility, though the terms used were likely 
different.  They also concurred on the three main drivers of CSR in 
India: (1) the moral imperative; (2) the business benefits of CSR; and 
(3) the founder‘s vision or the company‘s tradition. They also 
attributed the recent spate of activity in the CSR space in India to two 
primary reasons: (1) a culture and tradition of giving and sharing in 
India, combined with (2) the creation of individual and corporate 
wealth and a widening of social disparities, particularly after 
economic liberalization in the early 1990s. 
(3) An overwhelming majority (90-99%) of interviewees across sectors 
expressed an empathetic attitude towards government constraints in 
delivering social objectives and appeared to adopt a collaborative 
stance of working with the government in the social sector. However, 
for corporations, engaging in CSR activities was strategic in nature—
strategic not only in terms of (a) deriving benefits for the 
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organization, but also in the sense of (b) leveraging core 
competencies to deliver CSR programmes, and (c) embedding CSR 
processes and structures within the organization.   
(4) A majority of interviewees (75-89%) from both sectors agreed that 
the key factors that enabled corporations to deliver social 
programmes effectively were (a) institutionalization, (b) commitment 
to operational excellence, and (c) keen fiduciary acumen. As for 
perceived key benefits, an overwhelming majority of interviewees 
(90-99%) from service sector companies perceived employee 
engagement as the major benefit of being socially responsible, 
whereas an equal majority of interviewees from manufacturing 
companies considered the goodwill of local communities as the most 
important benefit.  
(5) While a majority of interviewees (75-89%) from service sector 
companies identified employees as the primary stakeholder, 
interviewees from manufacturing companies identified their local 
community as the primary stakeholder. A majority of interviewees 
(75-89%) from both sectors communicated CSR activities only to the 
primary stakeholders associated with their CSR programmes such as 
beneficiaries, government and employees; and not to the media or 
general public. Regarding communication to the media/general 
public, the interviewees shared five perspectives with normative 
underpinnings: (1) do good and then speak about it; (2) do not mix 
public relations/marketing communications functions with the CSR 
function;(3) any help is welcomed; even if the intention was to garner 
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publicity, it was nevertheless regarded as all right as long as 
corporations contribute to social good; (4) do not court publicity as 
good deeds will result in accolades; and (5) leveraging CSR for brand 
building/reputation is a relatively new trend. 
(6) Findings from the survey with employees indicated that employees 
perceived significant correlations between awareness of CSR 
practices and employee-employer relational outcomes of trust, 
satisfaction, control mutuality and commitment. Awareness of the 
legal and ethical dimensions of CSR was most significantly 
associated with internal relationships, while awareness of economic 
CSR had the least significance. 
Following this succinct summary of key findings, the researcher will 
next answer each of the research questions in greater detail. The researcher 
will first present answers to RQs 1-5 drawn from the qualitative in-depth 
conversations with senior managers and leaders of corporations, followed by 
answers to RQs 6 and 7 relying upon quantitative data generated from the 
survey with employees.  
Answers to Research Questions 1 to 5 
The researcher has attempted to present key findings in a way that 
highlights the finer nuances, subtleties, caveats and contradictions found in the 
in-depth conversations with participants. The intention was to create a vivid 
and interesting narrative that documents a broad range of participant 
perceptions, attitudes and beliefs and draws out the multihued complexity of 
participant experience situated within India‘s specific social, cultural, political 
and economic contexts.  
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Accordingly, the section provides ―thick description‖ (Denzin & 
Lincoln, 2003) through which the participants speak for themselves and enable 
the reader to understand and appreciate their social reality. Quotations from 
the interview transcripts have been chosen with care to illustrate multiple 
participant perspectives and to support and explicate each of the findings. 
Wherever appropriate, data from the webpage and document analysis have 
been interwoven into the narrative to buttress the main arguments. 
RQ (1) What does it mean to be “socially responsible” in the Indian socio-
economic-cultural contexts? 
Nearly all of the interviewees from both service and manufacturing 
sectors shared a similar understanding of CSR as social development. This 
conceptualization largely revolved around articulations of nation-building and 
inclusive growth. A participant who heads the CSR function for one of the 
largest and oldest family-run conglomerates in India shared her organization‘s 
vision for CSR, ―Our vision is to qualitatively impact the lives of the 
underprivileged in proximity to our plants and in so doing, you know, make a 
qualitative difference to their lives and raise the human development index of 
our nation.‖ A senior, long-time champion of CSR for one of the largest 
service sector groups echoed this vision:  
It‘s [CSR] about the constitutional principles that the country really has 
propagated. Because if you are aware of the Indian constitution, it has 
dreamt about having a just, humane and equitable society. And I think to 
create that society and to contribute to society being that [sic] is a 
responsibility of everyone and the industry or the corporation is no 
146 
 
exception to that. So they need to contribute to the fulfillment of our 
promise that we made to our country. 
Some interviewees (30-40%) articulated the notion of social 
development as inclusive growth, one of the key strategies being pursued by 
the government to reduce uneven distribution of national economic gains 
across the population. The senior-most manager in charge of CSR for one of 
the oldest and largest groups in the financial sector said: 
We are talking about inclusive growth. Six hundred million people in 
India do not have access to finance. How we can get them to participate 
in the economy? What can we do?...We have a vision of inclusive 
growth, you know, every individual should have pride and dignity so 
that they can participate in this whole process. 
Yet, there was a pertinent difference between the two sectors. While 
interviewees from the service sector defined social development as societal 
relations—development of the larger society—interviewees from the 
manufacturing sector described it as community relations, engaging with 
immediate, contiguous communities in close proximity to their sites of 
operation. Further, the service sector‘s view of CSR as societal relations 
hinged around three main themes: (1) solving societal problems, (2) giving 
back to society, and (3) creating win-win solutions. 
First, the theme of solving problems that calls up the image of rolling up 
one‘s sleeves and getting down to tackling social problems is illustrated 
through the words of the head of CSR at one of the largest multinational 
companies in the service sector, ―What is important is that in terms of 
whatever are the core competencies of that organization, how they can utilize 
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it for large scale societal problems is [sic] something that we should do.‖ The 
managing director of a group company in charge of CSR for the entire group 
offered a vivid analogy, comparing the corporation to a wealthy and powerful 
banana farmer in a village that is plagued with many issues: 
If you are there in the village and if you are reasonably powerful and 
influential, you are not going to do it all your life, but you will do your 
bit to make sure that sanity returns to the village or things improve in the 
village. So you won‘t let go of growing bananas because that‘s how you 
live, but still you will try and fix the well if that‘s the problem. 
Second, the theme of societal relations as giving back to society 
appeared to correspond well with the business-in-society approach to CSR 
(Wood, 1991), which posits that since society has sanctioned business to 
function, business has a corresponding obligation to give back to society. This 
viewpoint was expressed in lucid terms by the head of CSR for the second 
largest private sector company in India:  
There is a belief that corporates who make profits in the environment 
they work in, need to give back something to, you know, as their 
contribution back to either society or to the environment in general and 
to the world in general. So clearly, that I believe is the underlying ethos 
of CSR. 
The chief of CSR for one of the oldest multinational companies in the 
service sector reiterated this theme of giving back to society: 
In any case you make profits, and profits is what most organizations 
make unless they are really bad, and in a developing country like India, 
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the opportunity to make money is immense. So I think giving back to 
society is really [important]. 
Two family-run manufacturing companies that have existed in India for 
more than a hundred years spoke about CSR as sharing wealth, a theme that 
resonated with the notion of ―giving back to society‖ put forward by 
interviewees from the service sector: 
See, where the [name of the group] is concerned, actually, you know, 
there is a DNA of sharing and giving which is a part of the family and it 
began with [name of the founder]...and he believed in the trusteeship 
concept of management. So he believed, whatever wealth we earn, part 
of it has always to go back to the underprivileged so that you have a 
more equitable society. And this chain of thought has come down the 
entire family. 
Third, the theme of creating win-win solutions, a more management-
oriented, win-win approach to social development resonated with the currently 
popular notion of the business case for CSR (Porter & Kramer, 2006; 
Prahalad, 2004). As the founder of one of the largest multinational companies 
in the information technology sector said: 
I don‘t want CSR to be seen as alms giving. I don‘t want CSR to be seen 
as a charitable activity; I am doing this great stuff. I want to look at it as 
a win-win solution. I want to look at it as an activity which results in 
tremendous benefit to the corporation because a good employee is good 




On the other hand, a majority of interviewees (75-89%) from the 
manufacturing sector contended that CSR is about intense engagement with 
local communities, in close proximity to their sites of operations. The manager 
in charge of implementing CSR programmes in a foreign multinational in the 
manufacturing sector said, ―In India, CSR is working with the community and 
working with the community requires a different type of involvement and it‘s 
like, it‘s almost like social work, you know.‖ The head of CSR for a large 
cement manufacturing company highlighted the pressing need for 
manufacturing companies to engage closely with local communities: 
In starting that little plant of 2 million tons or 3 million tons you have 
actually taken land away from what you have impacted, about 12-13 
villages, easily 12-13,000 population in the plains. In the hills, it is a 
little less. So the impact on human beings and the society is much larger 
on this particular group and that‘s why we make no, you know, make no 
bones about the fact that a very large portion of what we call CSR has to 
do with this community outside you. 
Interestingly, the majority of interviewees (75-89%) from the service 
sector categorically denied that internal matters such as corporate governance 
and legal compliance formed part of the conceptual construction of CSR. This 
point of view is a clear divergence from Carroll‘s four dimensional model of 
CSR (Carroll, 1979, 1991) as economic, legal, ethical and philanthropic. As 
the manager in charge of CSR for one of the largest private sector companies 
in the financial industry in India said, ―It [corporate governance] is not seen as 
CSR. It is seen to be as, you know, good practices.‖ The interviewees argued 
that legal compliance and ethical behavior are critical—albeit basic 
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organizational responsibilities—but if corporations packaged those aspects as 
CSR, it would be tantamount to deceiving themselves. The chief manager in 
charge of CSR at a large, fast-growing private sector bank in India expressed 
this idea in fairly indignant and unambiguous terms: 
Some of them, what they do, routine work itself, you know, they call it 
as CSR. For example, some of the banks, they say, you know, that I am 
adding micro finance, it‘s called. Even international banks, they cheat 
themselves. They say this is CSR, we are doing it. Some banks say when 
I am asked to change from regular annual paper statement to email 
statement, I am contributing to corporate social responsibility. You are 
saving money. Why do you bull-shit? You are actually saving money for 
your own bank. 
The chief of CSR for one of the largest private sector companies in the 
telecom industry further reinforced this position: 
Very clearly, issues like corporate governance and taking care of 
employees and all these internal matters, are part of our, you know, 
organizational responsibility. We don‘t believe it‘s CSR at all. We are 
clear that CSR involves giving back to something outside the company. 
However, some service sector companies (30-40%) acknowledged that 
legal compliance and ethical behavior are also significant features of the CSR 
construct. The managing director for a company and head of CSR for a large 
conglomerate illustrated this view with a famous Indian proverb: 
Have you have heard, ―sow choohe ghake billi haj ko chali?‖ Do you 
understand what it means? ―Sow choohe ghake billi haj ko chali?‖ So 
the cat, it ate a hundred mice, and then went for Haj, right? So if you 
151 
 
even went to the Ganga [a sacred river in India] and took a bath and I‘ll 
be washed of all my sins, right? So, I mean it‘s absolutely elementary. 
You can‘t be a criminal and…say, you are growing bananas and you are 
a criminal. You are killing people also, right? And then you start doing 
this wonderful work, trying to help. I think that‘s absolutely elementary. 
I mean you can‘t have it like that, you know. There‘s no question. To my 
mind, it‘s not a question that arises at all. 
Further crystallizing this point of view, the co-founder of one of the 
largest multinational companies in the service sector clearly outlined and 
defined a comprehensive view of CSR including all the four dimensions of 
Carroll‘s (1991) definition of CSR: 
What‘s the meaning of social responsibility? What it means is that I 
have to discharge my obligations to the society in proper way. Now, if I 
run the corporation well, if I run it with transparency, accountability, 
good corporate governance practices, what it means is I am not short 
changing the small investor who has invested in my company with 
tremendous confidence.  Similarly, I am not polluting the environment, I 
am not polluting the ocean, the rivers, these are extremely important to 
the society, to the well being of the society. Similarly, by following the 
finer principles of corporate governance I am protecting the employment 
of literally hundred and five thousand people in this company…In some 
way by not following the right principles of corporate governance you 
could potentially destroy their lives. And you have no right to do that. 
So, in that sense I would say following good governance principles, you 
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know, making sure that your products don‘t pollute the environment, I 
think these are all part of social responsibility. 
Similar to the service sector companies, a minority of manufacturing 
sector companies also regarded economic performance, legal compliance and 
ethical behavior as essential elements of CSR. The head of CSR for one of the 
oldest and largest manufacturing groups in the country drew on a piece of 
paper and explained: 
If you do a triangle and you have society here, you have environment 
here and you have economics at the bottom. So…we have to be 
economically successful, because only if we are economically 
successful, can we devote [sic] the stakeholders. And…we cannot grow 
the business if we are not economically successful, we cannot pay 
dividend if we are not successful, we cannot do R&D and we cannot 
look after our employees. So, we will do all this and we will do this with 
the highest level of ethics and transparency.  
Summary of answers to research question 1. One of the most 
pertinent findings in this section is that an overwhelming majority of the 
interviewees (90-99%) from both sectors identified CSR as social 
development— external to the corporation, whether defined as relations with 
the larger society or with immediate, contiguous communities in close 
proximity to the corporation‘s sites of operation. Participants articulated this 
concept of social development through themes of nation-building and 
inclusive growth. Further, the notion of CSR as societal relations revolved 
around three themes: solving problems, giving back or sharing wealth, and 
creating win-win solutions. Participants from the service sector companies 
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insisted that legal compliance and internal matters such as corporate 
governance are basic organizational responsibilities and not components of the 
CSR construct. This was a remarkable deviation from Carroll‘s 
conceptualization of economic, legal and ethical dimensions as integral parts 
of the CSR concept and argues that economic responsibility undergirds all the 
other responsibilities (Carroll, 1979, 1991).  
The understanding of CSR as primarily situated external to the 
boundaries of the corporation appears to align better with recent articulations 
of CSR as community development (Kotler & Lee, 2005). Other minority 
viewpoints included the conceptualization of CSR as ensuring economic 
performance legally and ethically and minimizing impact on the natural 
environment. These findings are summarized in Table 4.1. 
Table 4.1  
Dominant Themes in the Conceptual Construction of CSR in India 




Nation-building and inclusive growth     
Societal relations: 
 Societal relations as solving social 
problems 
 Societal relations as giving back 
to society 
 Societal relations as win-win 
solutions 
   
Community relations: Intense engagement 
with local communities in proximity to 
sites of operation 
   
Sharing wealth    
Internal matters such as corporate 
governance not seen as part of CSR 
   
Achieving economic success legally and 
ethically 
    




RQ (2) What are the key motives, norms and beliefs that operate in 
influencing corporations to be socially responsible? 
Interestingly, the viewpoints of interviewees from both service and 
manufacturing sectors converged on the three main drivers of CSR in India: 
(1) the moral imperative, (2) business benefits, and (3) the founder‘s vision or 
company tradition. 
The moral imperative. First, a majority of interviewees (75-89%) from 
both sectors concurred that the pre-dominant driver of CSR in these 
corporations is a strong moralistic urge triggered by the phenomenon of 
dualism—the chronic co-existence of pockets of wealth within broad areas of 
poverty, a concept borrowed from development literature (Todaro, 1994). The 
various articulations of this moralistic motive/rationale revolved around: (a) an 
inability to ignore pressing problems in society, and (b) the undesirability of 
being ―islands of prosperity‖ along with a desire to even out social disparities.  
An inability to ignore pressing problems in society. This perspective of 
corporations engaging with their social responsibilities because it is the ―right 
thing to do‖ echoed with tones of Kantian ethics that contends that actions are 
morally right only when they originate from a sense of duty (L‘Etang, 1994). 
Participants expressed this ethical stance mostly as rhetorical questions. One 
of the interviewees, a senior, long-time champion of CSR in one of the largest 
multinational groups in India said, ―It [CSR] is a philosophy and it is a very 
long term kind of an approach to your sense of responsibility that comes from 
within, to public at large.‖ The head of CSR for a large service sector 
conglomerate further affirmed this perspective and asked: 
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Now the question is, in a world, where three, three and a half billion 
people are poor, where, you know, perhaps ecology is going to be the 
defining problem for humanity over the next 100 years…can you sit 
around and say that I don‘t have a view? I will not do anything. So it is 
like sitting in a village and you are one of the few powerful individuals, 
powerful not necessarily in physical terms, and something really goes 
wrong with the village or is wrong with the village and you say, no, no, 
no, no…my job is to grow bananas. I am not going to help somebody, 
do the needful. So that‘s the analogy…We think it is absolutely 
unacceptable that large corporations who have this power and influence 
do not try to attempt to use it in a sensible fashion to help in 
development, okay? 
The head of CSR for one of the largest private sector companies in the 
telecom industry reiterated this duty-bound perspective of engaging in CSR, 
again, with a rhetorical question: 
Each country has its own problems, each society has its own problems 
and how can you disengage and say that it‘s a government‘s job when 
you can see something which is deficient and glaring and why would 
you not put in an effort to do something for that? You can sit back and 
say, fine, I am not supposed to do it, but would you like to do that? 
The undesirability of being “islands of prosperity”. Participants, mostly 
from the manufacturing sector, raised the notion of the undesirability of being 
islands of prosperity amidst poverty and an innate urge to even out social 
disparities. This may have come about because of manufacturing firms‘ larger 
impact on immediate human and natural environments compared to service 
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sector firms. ―You cannot be, you know, be living in some kind of island of 
prosperity,‖ declared a manager in charge of implementing CSR programmes 
at a foreign multinational company in the manufacturing sector. The head of 
CSR for one of the oldest and largest multinational companies in the 
manufacturing sector in India also confirmed this view: 
Because you cannot be islands of prosperity in a context where people 
around you are poor. So there has to be an inter mingling of people, 
there has to be give-and-take in society and this process which we call 
social responsibility and corporate services process [is] how we deal 
with the problem as such. 
Business benefits. A second, but almost equally important motivation 
for corporations to engage in CSR was the business case for CSR (Porter & 
Kramer, 2006; Prahalad, 2004). Participants from both sectors indicated that 
being socially responsible ploughed back tangible and intangible returns to the 
business. The most notable business benefits perceived by the interviewees 
were: (a) longevity of the corporation, and (b) the creation of goodwill in 
society. To these, interviewees from the service sector companies added: (c) 
improved relationship with employees as a key motivation to being socially 
responsible. 
Longevity of the corporation. Participants indicated that they believed 
in being socially responsible because it contributes substantially to the long-
term success and continued existence of the corporation. The chief of CSR in 
one of the largest and oldest service sector companies said, ―When you do 
corporate social responsibility, you really do corporate sustainability. What 
you are really doing is ensuring that your innings are really long term for the 
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organization.‖ This was reiterated by the head of CSR for one of the largest 
steel plants in India, ―My strong belief is that if you are planning that your 
company be successful over long periods of time, the only way I believe is to 
by making peace with society, especially manufacturing companies.‖ A 
participant from a leading multinational corporation in the manufacturing 
sector illustrated this theme of longevity with an example of the water table: 
When you have existed for a hundred years and a cement plant has to 
think like that because unfortunately it is a very capital intensive thing, 
so you can‘t think of sustainability for 20 years. When you think of 
sustainability, you think of a hundred years. And if that‘s the case, then 
we can‘t even afford to imagine that there won‘t be a water table there. 
We have a housing colony, we have schools, we have our own people 
living there, so we can‘t keep the water table fine under your plant, 
right? It has to be the entire water table, so there is no way but to work 
with the community on water issues if we have to survive, otherwise we 
will have to pack up and go home. 
Creation of goodwill in society. The majority of the interviewees (75-
89%) from the manufacturing sector expressed the belief that being socially 
responsible will help to generate goodwill in society, particularly in local 
communities, which in turn will not only give the corporation a ―license to 
operate,‖ but also aid the company in times of crisis. As the head of CSR for 
one of the older manufacturing sector companies said: 
Sustainability, goodwill of the people, allowing us to do our business. So 
I mean, you know, the term we use, license to operate, we have that, we 
have that from our communities, not just from the government and of 
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course, close engagement with the government and the civil society…So 
in the long run, it turned out to be a completely, completely beneficial 
thing to the company, mitigates its risk, if I may put it like that…a large 
part of its community risk. 
Similarly, the head of CSR for a multinational conglomerate in the 
manufacturing sector explained: 
They know that you are not a money making machine…What happens is 
that if you are reaching out to the community then you build a bank of 
goodwill and that bank of goodwill stands in good stead when you are in 
a crisis. Then you take the people along. 
Relationship with employees. The majority of interviewees (75-89%) 
from the service sector added that one of the key motivations to engaging in 
socially responsible behavior was to motivate employees and to strengthen the 
relationship with employees. A senior mentor of CSR in one of the largest 
service sector conglomerates in India said, ―Employees want that. Employees 
love an organization that‘s socially responsible.‖ The head of CSR in one of 
the leading companies in the information technology industry shared: 
By involving the staff, they feel they are giving back to society. They 
develop a bond for the organization and I find that the attrition rates in 
organizations that do a lot of corporate sustainability…are much lower. 
It‘s quite natural you know, when people work for an organization and 
they see what they are doing, you develop a bonding with the 
organization. 
Participants opined that employees feel proud of an organization that is 
socially responsible and that employees find their organization‘s CSR 
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programmes an effective channel to fulfill their personal sense of social 
responsibility. The head of CSR for one of the leading service sector 
companies explained: 
So, you know, there are some people who are not able to directly 
contribute but they are feeling proud to be associated with a company 
that is contributing. It‘s an engagement programme also for us. It‘s a 
people engagement programme. That was the purpose when we started 
this. 
Founder’s vision/company tradition. Third, interviewees variously 
identified the founder‘s vision, the corporation‘s founding mission, the 
company tradition, etc., as a driving force behind senior executives‘ 
willingness to engage in socially responsible thought and action. The head of 
CSR for a relatively young but large service sector corporation, said: 
Well, I speak on behalf of my boss…whose vision is behind this. I think 
he clearly believed that he has got a lot. And he has to give back and he 
has to do something tangible something you know which is sustainable 
and which would really have a deep impact on the country. 
The chief manager in charge of CSR at one of the older manufacturing 
sector companies attributed the company‘s CSR initiatives to its founder‘s 
vision: 
He [the founder] clearly felt from day one, that the company, once it 
establishes, should have the best environmental and social norms. 
Somehow he saw the vision in the early eighties that if we want to 
survive…so, he knew sustainability then. We are talking about it as 
jargon now but he and, as the story goes, a group of engineers who he 
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started with…A small team of core set of people were actually sent out 
to Switzerland to study the environment norms, because they were the 
best in the world. And then they got back and his point was that if we 
can‘t better those norms, we have to equal them…So from the beginning 
he said these are our people, this is where we want to set up business, 
this is where I hope we will make money, so we cannot ignore the 
people‘s sentiment. And he completely felt that social and 
environmental excellence cannot be compromised. And this is how we 
began…the feeling that you have to work for, with the people around 
you was there from the beginning. 
Summary of answers to research question 2. As the preceding 
discussion indicates, the majority of interviewees (75-89%) from both sectors 
appeared to concur on three key drivers of CSR in India. First, they revealed 
that a prime motivation was a moral imperative or an inclination ―to do the 
right thing,‖ a motive articulated around themes of a Kantian, duty-bound 
approach to CSR and the undesirability of being regarded as ―islands of 
prosperity.‖ Second, they argued that an equally important reason was to 
derive business returns from being socially responsible. The main perceived 
business benefits were longevity of the corporation, and the creation of 
goodwill in society and within local communities that, in turn, will endow the 
corporation with a ―license to operate‖ and offer support during crises. 
Participants from the service sector added that they embarked on socially 
responsible initiatives because it also helped to build and nurture a good 




Table 4.2  
Key Drivers of Social Responsibility in India 




The moral imperative   
An inability to ignore problems in the 
environment 
    
The undesirability of being ―islands of 
prosperity‖ and a desire to even out social 
disparities 
    
Business benefits   
Longevity of the corporation     
Goodwill in society and local communities     
Employee relationship    
Founder’s vision/company tradition     
 
Other findings. The researcher observed that whenever she probed 
further and asked whether there was a correlation between a perceived wave of 
CSR activity in India in recent years, and the influence of Western 
multinationals following economic liberalization, it often triggered a strong 
and almost indignantly nationalistic response among the interviewees, who 
were quick to categorically affirm that it was not so. They asserted that India 
has had a long track record of businesses being socially responsible and 
accountable to their communities and society, although the terms used may not 
have been in the Western CSR sense. Interestingly, a majority of interviewees 
(75-89%) cited the example of the Tatas, one of the oldest business groups in 
India, to illustrate the long history and heritage of CSR in India. A manager in 
charge of CSR at a private sector bank summarized these thoughts: 
I feel that CSR was always there in India. But the terminology was not 
utilized. If you notice, our age-old companies always believed that both 
charity and business model used to go [hand in hand]…It was always 
there in our society. Only thing is that the Westerners have now given a 
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good name to it, i.e., corporate social responsibility. That‘s the only 
thing…that‘s the reason why we are all talking about it. Otherwise it has 
always been there…A very good example is Tatas. It is just that the new 
name has come. Otherwise, you know, people like Tatas have done such 
a lot. But we never spoke about CSR in that way. It is now[that] it has 
come as CSR. So I feel that actually if you see our culture, our tradition 
and Hindu mythology, we always talk about dharma, karma…all those 
things. I don‘t think we are aping Westerners or we know they have 
given us this. No, it was there…just the name has been given by the 
Westerners, that‘s all. 
In addition, the interviewees identified two central reasons for the recent 
wave of CSR activity in India. One, most of the interviewees (60-74%) from 
the service sector attributed it to a culture and tradition of giving and sharing 
in India. As the senior-most manager heading CSR in a large multinational 
company in the financial service sector said: ―To give India due credit, I must 
say there has been a culture of giving, a lot of religion, a lot of like, around 
temples etc., and festivals you know, you are taught to give.‖ The head of CSR 
at one of the older service sector companies in India also expressed this ethos 
of giving: 
I think, by and large, Indians have a far greater sense of wanting to 
give...What I can see is growing up in an Indian family [sic] it‘s easier to 
have an attitude for corporate sustainability...I feel that there is a little 
more sense of belonging to the family, to the society that Indians have. 




Two, interviewees from both sectors reasoned that as a result of 
economic liberalization, as companies and individuals grew wealthier, the 
social and economic disparities between the ―have‘s and ―have not‘s also 
became wider. These dual outcomes in conjunction with an ethos of giving 
and sharing led to an escalation in CSR activity as more corporations started 
contributing to the hitherto government-led social space. A senior Indian 
manager in a foreign multinational company in the manufacturing sector 
explained: 
The way the economy has grown in the last 10 years, it has never grown 
like that. And then suddenly you have this section of society which just 
weren‘t touched by all the gains that India made. I mean, you look at the 
IT [information technology] sector, suddenly there‘s this group of 
people which has gained phenomenally because of the way in which the 
economy has gained. And you know, I am sure a lot of people then also 
realized that...you just can‘t have one section of the society growing so 
fast and another section being just stagnant. So, then a few pioneers 
joined forces and some others started, few were already there. 
Summary of other findings. When the researcher probed further and 
questioned whether the recent spurt of activity in the Indian CSR space was 
due to mounting pressure from Western multinationals, interviewees 
responded with a fairly strong nationalistic attitude. The interviewees insisted 
that India had a long history of businesses‘ sense of social responsibility, 
although the terms used may have been different. They pointed to India‘s 




Table 4.3  
Beliefs on Recent Spate of Activity in the CSR Space in India 




CSR has had a long history in India; only 
the term is new—old wine in a new bottle 
    
Indian culture and tradition of giving     
Post-liberalization wealth of corporations 
and widening social disparities 
    
 
prosperity after liberalization, may explain the apparently active recent CSR 
scene in India. These findings have been outlined in Table 4.3. 
RQ (3) Are there underlying tensions between social responsibilities and 
other corporate responsibilities and how do corporations navigate or 
resolve these? 
This research question explored two key issues within the CSR debate: 
(1) the respective roles of business, government and civil society in the CSR 
space; and (2) the link between CSR and core business strategy. The 
researcher specifically chose to examine these two issues because a review of 
the literature revealed that these are two of the most often debated aspects of 
CSR implementation. The findings are grouped accordingly.  
Roles of business, government and civil society in the social sector. 
This part of the research question explored the highly strung tension inherent 
in a situation where, for instance, a corporation steps into the social space, 
typically regarded as a government domain, which then triggers 
confrontationist positions between the two. The researcher anticipated that this 
would be the case because the Indian government has often been berated as an 
inefficient and corrupt bureaucratic system in contrast with the generally more 
efficient private sector (www.eiu.com, India country profile, 2008).  
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However, contrary to the researcher‘s expectations, an overwhelming 
majority of interviewees (90-99%) across sectors expressed empathy for 
government constraints and stated that the most prevalent attitude towards 
working with the government and civil society in the social arena is that of 
collaboration, not confrontation. The head of CSR for a large multinational 
group in the service sector elaborated: 
Government is like any other organization, but it is large. It has some 
constraints such as political interference, such as lack of risk-reward 
system. There is nothing at risk nor is there any reward if you do 
something great. So with these two very solid variables, government has 
difficulties in functioning…We don‘t take a confrontationist attitude 
with them. 
The manager in charge of CSR for a foreign multinational corporation 
expressed this notion of the need for cooperation and of blurring of boundaries 
of social responsibility amongst government, civil society and business, 
―Everybody understands today that there is just too much disparity in society 
and you know, when there is so much disparity it becomes everybody‘s 
responsibility…so I think that you know, I mean, everybody needs to play a 
part.‖  
Participants conveyed this outlook of cooperation and shared social 
responsibility mainly through two inter-related images, namely: (a) extending 
a helping hand, and (b) plugging loopholes in implementation. They also 
provided plenty of examples to illustrate the three-way partnership, often a 
four-way partnership, including buy-in from local communities.  
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Lending a helping hand. This imagery appeared to acknowledge that 
the government is the primary entity in charge of the social sector, with the 
private sector extending assistance. The head of CSR for one of the largest and 
oldest steel companies in India explained: 
If you say that I kind of make profits, I pay my taxes, government has to 
take care of everything else, I don‘t think that is what it is all about. 
Government has its priories, government has its programs which it does, 
but what we are talking about here is that we, I mean, we kind of add on 
to what the government does and we take care of people, of specific 
societies who are around us whose needs will be a little bit different 
from what the government is doing. 
The head of CSR for one of the largest companies in the telecom sector in 
India, said: 
It‘s about a culture, it‘s about a belief, it‘s about what kind of impact 
you want to make on society. I mean even if the government is doing 
education and health right, still there would be so many things that an 
organization can do. You know, today in most parts of the world, the 
basics are deficient. So if everyone is going to put in a helping hand to 
make that happen, wonderful. And that‘s the way it must happen. But if 
tomorrow if the basics are there, then there will be the next level of 
need. 
Plugging loopholes in implementation. This imagery of assistance 
seemed to convey that although the government is delivering social 
programmes, the implementation leaves much to be desired and that 
corporations can help to mend the faults and glitches. The head of CSR for 
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one of the largest multinational conglomerates in the private sector compared 
this image to fixing a jigsaw puzzle: 
And now you say that this is what the state is capable of doing, and the 
state will do. There are gaps and there are spaces where others can 
contribute. So you identify those spaces, announce those spaces, invite 
people to contribute to those spaces. So then the whole thing becomes a 
jigsaw puzzle, which falls in place. 
The head of CSR for a private sector bank clarified this notion with an 
example, ―We don‘t want to replicate putting up another school, because the 
government is spending enough money. Many areas there is a requirement of 
supplement[ary] education. If there is a shortfall of teachers, we will provide 
that.‖  
However, some interviewees (30-40%) from both sectors opined that 
one of the reasons corporations have to enter the social sector is because of 
inefficient government systems. The head of CSR for a private sector 
company said: 
Why only philanthropy? We can wind up all this provided government 
systems work. Put up the infrastructure, money is spent. Schools exist, 
don‘t have toilets, teachers don‘t have inclination to teach. If the ideal 
thing exists, we don‘t need this. Our programs are naturally superfluous. 
Summary of answers: Roles of business, government and civil 
society in the CSR space. Many of the interviewees across sectors expressed 
empathy for government constraints and asserted that everyone—business, 
government, civil society and sometimes even individuals—has a role to play 
in improving social and human development indicators. This attitude of 
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collaboration and of shared social responsibility was often verbalized through 
two related images: (a) extending a helping hand to government, and (b) 
helping to patch up loopholes in government implementation. Essentially, 
while the onus of ensuring social well-being stays with the government, 
interviewees appear to recognize problems associated with government 
functioning, realize it is a shared responsibility, and are willing to help. These 
findings have been presented in Table 4.4. 
Table 4.4  
Exploring Tensions: Roles of Business, Government and NGOs 
Roles of business, government and NGOs in 





Empathy for government constraints     
Attitude of collaboration, not confrontation and 
of shared social responsibility amongst business, 
government and civil society, expressed through 
two related images: 
    
 Extending a helping hand      
 Plugging loopholes in implementation     
Corporations need to enter the social sector 
because of immature government systems 
    
 
The link between CSR and core business strategy. An overwhelming 
majority of interviewees (90-99%) from the manufacturing sector identified 
CSR as a strategic activity for their organizations. However, responses from 
the service sector were more splintered. A majority of interviewees (75-89%) 
from the service sector indicated that CSR was indeed aligned to their core 
business strategy. However, some interviewees (30-40%) revealed that while a 
few CSR programmes were strategically linked, some were not; and some 
others indicated that CSR was not a strategic function for their corporations. 
The responses from both sectors can be depicted on a continuum that ranged 
from CSR as fully strategic, partially strategic, to fully non-strategic.  
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Strategic CSR. Within the purely strategic dimension, CSR was 
considered strategic with three different connotations:  (1) Embedded CSR, (2) 
High-fit CSR, and (3) CSR that brings benefit to the corporation.  
Strategic CSR as embedded CSR. First, CSR was regarded as strategic if 
it was seen as embedded in an organization‘s culture and core processes and 
had formalized structures built around it. The head of CSR in a large 
multinational company in the manufacturing sector expressed this view of 
strategic CSR, entrenched in the organizational fabric of the corporation, ―It 
[CSR] is embedded. It is certainly something that every plant unit sees as a 
critical part of our business planning…So CSR, it has got to be business 
linked, otherwise it is not CSR.‖ The co-founder of one of the largest 
corporations in the service sector voiced similar thoughts: 
Well, whatever you are, whatever you do, you may be a truck 
manufacturing company, you maybe a software company, you can be a 
pharma[ceutical company], your core assets are your people, because the 
innovation power comes from the quality of people in a company. And, 
if you want a highly innovative company, then you need to attract good 
people. And if you want to attract good people, then you need to create 
goodwill in the society [by being socially responsible]…So, I do believe 
that making a difference to the society, earning the goodwill of the 
society has to be an integral part of any business strategy.   
The head of CSR for one of the largest and oldest steel companies in 




CSR is actually essentially a way of life. So we have CSR expenditures 
very much just like our production costs. Mining is a cost in our 
production costs. Just like that, CSR is also a production cost in a 
way…In our company, we have defined some 13 internal processes 
which we call the key enterprise processes. So in that we have processes 
like market development, operations, order fulfillment, operations 
management. There are key processes like that, 13 of them. So in that 
we have a process which is called the Social Responsibility and 
Corporate Services process. 
Strategic CSR as high-fit CSR. Second, interviewees regarded CSR as 
strategic if there was congruency between the core competencies of an 
organization and its CSR programmes. The head of CSR for a large 
multinational company in the service sector gave a good example of this 
version of high-fit strategic CSR: 
By and large, the two differentiators of [company name‘s] corporate 
sustainability is, one…we use our IT [information technology] core 
competence...You know, you can use your core competencies in many 
ways… For example, and I am saying, make it sustainable. For example 
we, [company name] are the only organization that has the algorithm for 
analyzing DNA data. So we are giving that. Then you ask me why did 
we do this? We did that because we felt that, you know, we should help 
the companies that are doing drug discovery so that the cost for drug 
discovery is brought down…not that we don‘t charge them, but based on 
our offering now, a lot of other companies that have been analyzing 
DNA data have brought their rates down. 
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Strategic CSR as bringing back business returns. Third, even if there 
was no congruence between CSR programmes and core competencies, but if 
the original intention was to derive benefit for the organization, then it was 
also seen as strategic CSR. The head of CSR for a large manufacturing 
company asserted that the company would not consider engaging in CSR 
activities in any geographical area that did not bring returns to the 
organization: 
We have had invitations from the government to come and work in 
territories which we don‘t have a presence in. We‘ve simply said no. I 
mean, [name of the company] will work and we don‘t mind increasing 
the radius. I am not saying that we are going to continue working only 
with the impact assessment. Once we are there, we get funding from the 
government to extend our work to a broader…we are more than happy 
to do. But it has to be in our geography since it is completely business 
linked. 
Similarly, the senior manager in charge of CSR for one of the largest 
and oldest financial conglomerates in the service sector endorsed this view and 
made it clear that CSR is considered essential for the growth of the economy 
which, in turn, is vital for the growth of the company: 
Yes, it is [strategic]. And because of the way we see our core business 
strategy is for a financial conglomerate to grow, the economy has to 
grow. If only we expand the market, will we grow…Today your children 
are born healthy, and are educated and have access to finance in the next 
15-20 years they are likely to be an [name of the group] customer. It is 
linked. Our growth is linked to the growth of the economy. 
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Non-strategic CSR. While a majority of interviewees (75-89%) from 
both sectors considered CSR as a strategic activity, a group of service sector 
companies conceptualized it as non-strategic. However, no one from the 
manufacturing sector considered CSR as non-strategic. The head of CSR for 
one of the largest and oldest service sector groups voiced this perspective, 
continuing with his analogy of the powerful banana farmer in the village: 
If there‘s a problem in the local industry, you will try and [fix] that, 
right? [Even if fixing the well has got nothing to do with water for the 
bananas?] Isn‘t that true? I mean, that‘s what responsibility is about. 
Along similar lines, the head of CSR for a private sector bank criticized 
strategic CSR and pointed out the bank‘s non-strategic leanings: 
When we started, we decided we did not want a CSR wing strategically 
aligned to the bank. Some of these FMCG companies they build their 
CSR on their product, rather through increase in sales or part of the sales 
promotion they use it. So they give for cleaning, so many sachets to 
NGOs for free. That happens per event. Our strategy was very clear that 
it is not strategically oriented. Bank has got enough publicity. If at all if 
we do give back, we‘ll give back in a way that the benefit is going to the 
underprivileged. 
Differentially strategic CSR. An equal proportion of interviewees from 
both sectors also found that in certain cases, CSR was linked to core business 
strategy while in some others, it was not. The head of CSR for a large 
company in the service sector illustrated this differential treatment of CSR:  
Our focus is education, right? And we are running these 236 schools in 
villages and educating under-privileged children…And they are in the 
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villages, so there‘s no direct business linkage in that sense…whereas our 
retail ventures, there is so much that they have to do around where they 
are operating, around their stores…that has a more direct impact. 
Summary of answers: The link between CSR and core business 
strategy. While an overwhelming majority of interviewees (90-99%) from the 
manufacturing sector acknowledged that CSR is fully strategic in nature, the 
majority of responses (75-89%) from the service sector fell along a continuum 
that ranged from fully strategic, differentially strategic, to non-strategic.  
Fully strategic CSR was conceptualized along three dimensions:  (a) 
Strategic CSR as embedded in organizational policies, processes and 
structures; (b) Strategic CSR as high-fit between CSR activities and core 
competencies of the organization; and (c) Strategic CSR as CSR that is 
intended to bring back benefits to the corporation. These findings have been 
presented in Table 4.5. 
Table 4.5  
Exploring Tensions: Linkage between CSR and Core Business Strategy 






Strategic CSR:     
 Strategic CSR--as embedded in 
business processes and 
structures 
    
 Strategic CSR-- as high-fit with 
core competencies 
    
 Strategic CSR—as deriving 
benefits to corporation 
    
Non- strategic CSR    
Differentially strategic CSR—some CSR 
programmes are strategic, some are not 





RQ (4) What are the organizational enablers that facilitate the adoption 
and implementation of CSR programs? What are the key benefits derived 
from being socially responsible? 
Enablers that facilitate adoption and implementation of CSR 
programmes. Most of the interviewees (60-74%) from both service and 
manufacturing sectors agreed on three key factors that led to a comparative 
advantage in implementation compared to government and non-governmental 
organizations: (1) institutionalization, (2) commitment to operational 
excellence, and (3) keen fiduciary acumen. 
Institutionalization. The majority of interviewees (75-89%) across both 
sectors expressed the need for institutionalizing CSR in the same way any 
other business activity needs to be institutionalized. The co-founder of one of 
the largest service sector companies in the information technology sector in 
India said, ―Well, you know it‘s not just CSR. In everything, in every aspect of 
the existence of a corporation, it is very important to transcend from 
personality driven strategy to institutionalized strategy.‖ This notion of 
institutionalization also addressed a rather problematic aspect of CSR—the 
lessening of importance accorded to CSR initiatives when the organization 
transitions from a privately held, predominantly founder-run corporation, to an 
increasingly professionally-run organization with little or no influence from 
the original founder/founding family (McKinsey, 2010). The head of CSR at a 
manufacturing company gave an excellent example of institutionalization of 
CSR initiatives at her organization: 
We are a great example in that because today, the management of [name 
of company] has moved from the original owners who were the family 
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which started the company in a small way 25 years ago, to a Swiss 
major-owning company in 72 countries. And the fact that our CSR has 
continued the way we had planned it to, it is certainly not on the whims 
of the top management. It is embedded. It is certainly something that 
every unit, every plant unit sees as a critical part of our business 
planning. 
The founder-chairperson of a leading company in the pharmaceutical 
industry shared his views and experience with institutionalization: 
It should not be family oriented. In the sense that comes because you are 
giving your money. My daughter is, for example, managing trustee of 
[name of the Foundation]. She is not an executive. It‘s only a symbol 
because the family is there. We have a chief executive who runs the 
foundation like any other organization. 
Commitment to operational excellence. Most interviewees (60-74%) 
acknowledged that the logics underpinning principles of sound operational 
management can also be applied to the social sector, specifically: (a) 
managerial skills and results-orientation, (b) deployment of specialized talent, 
(c) focus on processes and structures, (d) measurement and review 
mechanisms, and (e) top management commitment. The head of CSR for one 
of the largest conglomerates in the service sector summarized these enablers 
succinctly: 
Because corporates, what are their main strengths? One is that they are 
able to drive large projects, second is they are very good in driving 
quality, third thing is that they are very good in performance 
consciousness. They know how to measure performance and fourth is 
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that they have talent. They have people who are innovative; they have 
people who are capable of doing certain things, etc. Now all these 
strengths you must be able to leverage in your corporate social 
responsibility. Otherwise you are doing something which is disjointed, 
which is not emanating from your own strengths. 
The following section will demonstrate how senior managers in charge 
of CSR at large corporations in India articulated each of these elements of 
operational excellence.   
Managerial skills and results orientation. The interviewees asserted that 
it is important to leverage corporate managerial skill sets in the social sector as 
well. The former head of marketing at a large private sector bank and current 
head of CSR summed this up succinctly: 
The advantage is that we all have corporate skills. When I look at an 
NGO I know how to identify an NGO. What are the qualities required? 
I‘ve done it earlier for nearly 20 years…how do I look at an SME or a 
middle market or a corporate? What are the minimum requirements you 
need to see, past performance or management skills? 
Another head of CSR for a large service sector company recounted how 
the corporation‘s focus on achieving results panned out in the social sector: 
We said fine, this is our area, so let‘s make an impact. I mean, to set up 
236 schools in 2 years. Firstly we started giving money for education, 
supporting causes. Then couple of years down the line we realized this is 
not really making the kind of impact that we want to do. So let‘s do 
something on our own, to make a difference because there‘s such a need. 
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Deployment of specialized talent. One of the most interesting findings 
was that corporations from both sectors often recruited specialized talent, such 
as graduates in social work, to implement their CSR programmes. While 
managers ran the corporate side of programmes, development professionals 
were put in charge of grassroots activity, often as part of a separate 
Foundation. The head of CSR at a cement manufacturing corporation said, ―A 
lot of stuff is done because of our having developmental people who 
understand this is the thing and talking about it and being committed to the 
whole thing [to the CSR programmes].‖ The head of CSR for a multinational 
manufacturing company discussed the importance of engaging appropriate 
personnel to carry out social work: 
And in the long run, it‘s turned out to be that it was the Foundation 
working independently which has its own development professionals 
who know the business of development and who would do it in the right 
spirit with the people, that we get seen as a very responsible company in 
whichever territory that we work in. 
Focus on processes and structures. Participants acknowledged the 
primacy of setting up clear and transparent CSR processes which can then run 
on ―auto-pilot‖ as the head of CSR for a large manufacturing group described 
it. The co-founder of one of the largest companies in the service sector that is 
well known for its CSR activities said, ―The important thing is as long as its 
institutionalized, as long as everybody understands the objectives, everybody 
understands the transparent processes, and do the systems etc...I think it‘ll 
[implementing CSR programmes] happen‖. The chief of CSR for a private 
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sector bank emphasized this de-personalization and a keen process orientation 
towards structuring CSR systems: 
A structure is there. I am not all that important. What is the purpose? 
Which is the beneficiary? What is the organization? What is the budget? 
Which are the highlights of the budget? Two people rate it, the board 
discusses it and approves it...we put up proposals and get it approved. So 
everything is transparent. 
Measurement and review mechanisms. Majority of interviewees (75-
89%) from both sectors stressed the importance of measurement and 
evaluation mechanisms—both pre-intervention needs assessment, and post-
intervention effectiveness evaluation. However, while service sector 
companies chose to engage in areas based on their core competencies as well 
as pressing needs in society, manufacturing sector companies often drafted 
social objectives based on their needs assessment of the local communities 
through close engagement with community members. At a large 
manufacturing company, the head of CSR spoke about the company‘s social 
needs assessment exercise: 
The second thing is that we have now started seriously doing our social 
impact assessment, which is not mandatory in India. Everybody talks 
about an EIA, an environment impact assessment, wherein a plant gets 
permission to get set up, but not an SIA [social impact assessment]. But 
we have started deliberately engaging reputed consultants to, while our 
EIA gets done, get our SIA done.  
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The head of CSR for another large conglomerate in the manufacturing 
sector spoke about assessing needs through close engagement with key 
beneficiaries: 
We work with the communities and we ask them, what are their 
priorities? So we literally go to the villages, we sit with them and we 
[ask] them, what is it that you want? Okay, if you want water, [where] 
are the places that you want water, how much are you willing to put in, 
how much should we put in? When can we move out? 
Similar to pre-intervention needs assessment, corporations also focused 
on post-intervention evaluation for specific programmes. The head of CSR for 
a large group in the service sector that does social work in the area of school 
education elaborated: 
What is the evaluation you can do on quality of education? Overall. It 
will take 30 years for it to show, right? So there‘s no evaluation 
[overall]…We do program evaluation…[for] specific programs. So, let‘s 
say we work with 500 schools on developing a curriculum and the 
intention of the curriculum was to be contextualized within those two 
blocks in Rajasthan…Did we achieve the contextualization of the 
curriculum in two blocks in Rajasthan? Do the children understand it? 
How did the learning improve for the children?  
Top management commitment. Participants from both sectors fore-
grounded the importance of top management commitment to CSR policies and 
programmes. The head of CSR for a large service sector company explained 
the importance of having senior management support: 
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We have a CSR council which comprises all the group CEOs… the CSR 
council meets every quarter...despite the fact that our companies are 
growing, they are in intensive lines of business, we have 80% plus 
attendance of group CEOS for this meeting. 
Similarly, the chief of CSR for a multinational manufacturing company 
also discussed the significance of top management commitment: 
Now we have created a more, rather than a CSR team, we have created 
an umbrella internally, which is called the Sustainable Development 
Steering Committee, SDSC. Now this comprises of me as the CSR head, 
somebody from environment, somebody from HR, somebody who deals 
with the suppliers, somebody who deals with the customers. So we have 
representatives from all these departments and this committee is chaired 
by one of our full time directors, so under a very senior person who is, 
you know who also looks at the entire company, corporate governance 
and corporate strategy. 
Fiduciary acumen. A majority of the interviewees (75-89%) from both 
sectors agreed that in addition to institutionalization and a keen focus on 
operational excellence, an intense focus on money management is necessary in 
the social sector as well. The head of CSR for a private sector bank shared: 
I don‘t pay any money upfront. Every quarter only, I pay. Even if we tie 
up for three years, my logic is that if you leave money with them, it kind 
of gets misused. Anybody. Including ourselves. So I‘ll do a three year 
program, I‘ll find out what‘s the first year expense, I‘ll divide it by four, 
I‘ll pay you in advance, for the first quarter. At the end of the quarter 
come back and tell me how you have used it, what is the outcome. I 
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review it and top it up. That‘s how from day one we have started. One of 
the NGOs we have stopped funding, purely because we found there were 
gaps-either program is not running, they were trying to take us for a ride. 
We stopped it. 
Perceived benefits of being socially responsible. While an 
overwhelming majority of interviewees (90-99%) from service sector 
companies regarded employee engagement as the prime benefit, interviewees 
from manufacturing companies considered the goodwill of local communities 
as the most important benefit of being socially responsible. Since these two 
benefits have been previously discussed under RQ2 that explored motivations 
to engage in CSR, it will not be explored any further here. 
Summary of answers to research question 4. An overwhelming 
majority of interviewees (90-99%) from both sectors agreed on three key 
factors that facilitated the effectiveness of corporations‘ work in the social 
sector: (1) institutionalization, (2) commitment to operational excellence, and  
Table 4.6  
Perceived Enablers and Benefits of CSR 




Enablers   
Institutionalization     
Commitment to operational excellence:     
 Managerial skills and results orientation     
 Deployment of specialized talent     
 Focus on processes and structures     
 Measurement and review mechanisms     
 Long-term top management commitment     
Fiduciary acumen     
Benefits   
Employee engagement    




(3) fiduciary acumen. The majority of interviewees (75-89%) from the service 
sector indicated that improved employee relationship was the biggest benefit 
of being socially responsible, while the interviewees from the manufacturing 
sector said it was generation of goodwill in the local community. The findings 
for this research question are summarized in Table 4.6. 
RQ (5) Who are the key stakeholders in the realm of CSR practice, how 
do they communicate with them and how do corporations handle matters 
of CSR communication considering the criticisms of window-dressing and 
green-washing often mounted against corporations? 
Key stakeholders in the CSR space and stakeholder communication. 
While a majority of the interviewees (75-89%) from service sector companies 
identified employees as the primary stakeholder, interviewees from 
manufacturing companies identified it as the local community. However, the 
second most important stakeholder for both sectors was the government. The 
third most important stakeholder group for service sector companies included 
local communities and shareholders while for manufacturing companies it 
included employees and vendors. It was interesting to note that the order of 
importance is almost reversed in both sectors. This undoubtedly highlights the 
difference between the service and manufacturing sectors in terms of whom 
they would consider as their primary and secondary stakeholders.  
The most important finding in this section was that the majority of 
interviewees (75-89%) from both sectors communicated CSR activities only to 
the primary stakeholders associated with their CSR programmes such as the 
direct beneficiaries; employees; and the local, state and national government; 
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and not necessarily to the media or the general public. CSR communication to 
key beneficiaries and associated primary stakeholders was customized 
depending on the stakeholder group. For example, companies tried to create 
more behavioral than symbolic relationships with immediate communities by 
being closely involved or participating with them in activities such as local 
festivals. On the other hand, regular reports, personal dialogues, seminars and 
conferences were the primary channels of communication with government 
and government agencies. Internal communication channels such as Intranet, 
video shoots, etc., were used to communicate CSR activities to internal 
stakeholders such as employees. Specifically, websites were used mostly to 
disseminate information to NGOs who may be exploring opportunities for 
funding or partnership. 
Table 4.7 
Key Stakeholders and Stakeholder Communication with Respect to CSR 
Key stakeholders in the CSR journey (in decreasing order of importance) 
Service sector companies Manufacturing sector companies 
Employees Local communities 
Government, Customers Government 
Local communities, Shareholders Employees, Vendors, Environment 
NGOs, media, vendors Customers 
 Shareholders, NGOs 
Channels of stakeholder communication—customized according to stakeholder group 
Local communities Behavioral engagement 
Government Reports, personal dialogues, seminars 
Employees Intranet, video shoots, newsletter 
NGOs Corporate website 
Vendors Vendor seminars, training programmes 
 
Attitude towards CSR publicity. When questioned on their beliefs 
regarding communication of CSR activities and achievements to the media 
and general public, the majority of interviewees (75-89%) from both sectors 
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shared five predominantly normative perspectives: (1) do good deeds and then 
communicate those deeds, (2) beware of exaggeration, of mixing 
PR/Marketing Communications and CSR functions, (3) intention does not 
matter, as long as social good is generated, (4) accolades will follow good 
deeds, and (5) as part of a new trend, leveraging on CSR communication for 
brand building/reputation. 
Do good deeds and then communicate those deeds. Some of the 
interviewees (30-40%), mostly from the service sector, indicated that it was 
acceptable to communicate CSR activities to the media or general public as 
long as there is a good match between a corporation‘s social deeds and 
communication. ―Do and then speak,‖ seemed to be the underlying principle 
behind this perspective. The head of CSR for a large manufacturing company 
reflected upon this thought:  
Having done it right, I think it‘s worth showcasing it. I think that‘s 
where there is a link between the CSR team projecting positively what 
they have done because the world wants to know it, also because 
somebody else could find this a model to work with and do it right. Me 
as the CSR head is working very closely with the corporate 
communications team, because even they need to know, you know, what 
is this social performance we need [sic] to be talking about. So I think 
that consulting with corporate communications may be required because 
the world wants to know.  
Beware of exaggeration, of mixing PR/Marketing Communications 
and CSR functions. However, interviewees from both sectors went on to 
qualify the previous point of view with the argument that it is imperative to 
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limit one‘s CSR communication to the facts, and not to embellish on the 
reality, because ―people will see through it quickly.‖ A long-time champion of 
CSR from one of the largest conglomerates in the service sector voiced this 
subtle concern with determining an appropriate level of CSR 
communication—a level of communication that is fact-based, while carefully 
side-stepping any attempt at green-washing, ―To the external world, to the 
media, you must be very careful. Do not exceed what you are doing…limit 
your communication to what the facts are. That is absolutely legitimate. You 
can communicate what you are doing.‖ This group of interviewees also voiced 
their apprehension about mixing or muddling the CSR function with the 
Public Relations or Marketing Communication functions, since public 
relations/corporate communications functions were perceived to generate 
communicative/symbolic benefits often highly disproportionate to the 
action/behavior. The head of CSR for a large manufacturing company voiced 
her misgivings about mixing up the social and communication functions of a 
corporation: 
You know, my first problem is with companies which have the same 
person looking at CSR and Corporate Communications. The minute you 
mix the two, your thinking is clear. And I think, in my view that‘s 
wrong. In my view, CSR should be looked at by a coordinator, a person 
specially dedicated…it has to be somebody who is looking at social 
performance…putting the two into one department or making one head 
look at the two, to me, yes, you need to read between the lines…Then to 




The chief of CSR for a large multinational company in the service sector 
expressed a similar concern: 
I have seen so many companies...what they say they are doing in CSR, 
that aspect is more than what they actually do. You know what I mean? 
See, that‘s what I meant when you said you know PR and CSR, very 
careful. And I keep asking myself, who are you fooling? 
Intention does not matter, as long as social good is generated. 
However, a few interviewees (10-15%) from the service sector expressed the 
consequentialist notion that it was acceptable even if corporations are acting in 
socially responsible ways only to garner publicity, as long as they are 
delivering some social good in the process. One of the founders of a large 
multinational company in the service sector expressed this outlook: 
My view is, in every population, there will always be a small percentage 
of people who would do the things for the wrong reason. It is inevitable. 
This is not a perfect world. I don‘t want to throw the baby with the bath 
water. And again, even if they are doing it for publicity, they are doing 
it! 
The head of CSR for one of the largest and oldest service sector 
companies in India reiterated this stance: 
If you ask me, even if people want to leverage for reputation building, 
why not? As long as they do some good. If everybody did some good, 
even if it is a small community that you work in and you go and 
publicize it, as long as somebody benefits, even if you blow your own 
trumpet, I don‘t see anything wrong with that. Because I feel there is so 
much to be done, if every company does it…we can produce an impact. 
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Accolades will follow good deeds. A few interviewees (10-15%) 
representing more manufacturing than service sector companies emphasized 
that there is no need to actively seek publicity—that accolades will follow 
good deeds, a philosophy with deeply religious roots. The head of CSR for a 
large conglomerate in the manufacturing sector said, ―We don‘t believe in that 
[publicizing CSR efforts], because we believe that our work should talk for 
us.‖ Another participant from the service sector added, ―If you create value, 
you do not have to make any conscious effort to strive for publicity.‖ 
Leveraging CSR communication for brand building/reputation, a new 
trend. Finally, a few interviewees (10-15%) from the older and possibly more 
traditional companies in both sectors opined that although CSR has had a long 
history in India, the focus had never been on publicity but on behavioral 
engagement with local communities, and that publicizing CSR 
efforts/achievements is a relatively new trend. The head of CSR for one of the 
largest and oldest Indian multinational companies in the manufacturing sector 
elaborated: 
The recognition of the connection between CSR and brand or reputation 
or things like that is a phenomena which has developed recently…And 
in fact, many companies, including in the Western world has [sic] started 
talking about it and talking about branding etc, etc. So here again there 
are companies, if you are to take world over…who have always thought 
that CSR, whether in the form of philanthropy or in the form of 
engaging society as a stakeholder, is a must and has [sic] been practicing 
it for a long time. And in those days or those times there was no question 
of being, of having a reputation in the way of branding and such other 
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things. So to those companies I think it really did not matter. Yet, of late 
there is a trend that one would like to do CSR and try to advertise more 
than what you have done, in order to build a reputation and a brand. 
Summary of answers to research question 5. While a majority of 
interviewees (75-89%) from the service sector recognized employees as the 
key stakeholder in their CSR efforts, followed by government and local 
communities, this order was reversed for manufacturing companies. 
Participants from manufacturing companies identified local communities as 
their primary stakeholder in their CSR plans, followed by government and 
employees.  
An important finding was that communication to these primary 
stakeholders was customized depending on the specific stakeholder group. For 
example, with local communities, corporations tended to engage in building 
more behavioral, rather than symbolic, relationships by taking part in local 
events and festivals. When asked about communication to the media and the 
larger public, interviewees from both sectors shared five perspectives: (1) Do 
good deeds and then speak about it; (2) Do not mix PR/Marketing 
Communications and CSR—in this view PR/Marketing Communications was 
seen as exaggerating more than what has been done; (3) Even if corporations 
are doing good to garner publicity, it‘s all right as long as they are generating 
some social good in the process; (4) Do good deeds, but do not seek publicity 
as accolades will naturally follow good deeds; and (5) Leveraging CSR efforts 
to derive business benefits such as branding and reputation is a relatively new 




Table 4.8  
Attitude towards CSR Publicity 




Do good deeds and communicate what you 
have done 
    
However, do not exaggerate--Wary of 
mixing PR, Corporate communications and 
CSR functions 
    
Even if you are being socially responsible 
for the sake of publicity, it‘s all right as long 
as you are creating some good in the 
process 
    
Do good deeds, but do not seek active 
publicity—Accolades will follow good 
deeds 
    
Publicizing CSR efforts for 
reputation/branding seen as a new trend 
    
 
Answers to Research Questions 6 & 7 
Based on insights from the findings to research questions one to five, 
this study aimed to further examine, from the perspective of employees, the 
linkages between awareness of CSR practices and the relationship between 
employees and their organizations, specifically the relationship outcomes of 
trust, control mutuality, commitment and satisfaction. This study employed a 
cross-sectional survey research designed to collect data from employees in 
large corporations in the service sector that are recognized as socially 
responsible.  
This section presents the major results of the survey and discusses: a) 
descriptive statistics including means and standard deviations of the items and 
constructs, correlations among the constructs and reliability of the scales used; 





This study explored the influence of awareness of four dimensions of 
CSR on four relationship outcomes—trust, control mutuality, commitment and 
satisfaction. Based on the qualitative findings from the first phase of this 
study, some questions were subsequently added to the existing instrument 
measuring CSR. Hence, the researcher assessed the reliability of the scale 
before proceeding to conduct further data analysis. Table 4.9 presents the 
Cronbach alphas of the instruments and the means and standard deviations of 
the items.   
The dimension of discretionary CSR had a Cronbach alpha of .85, the 
dimensions of ethical CSR had a Cronbach alpha of .82, while the dimensions 
of legal and economic CSR had Cronbach alphas of .75 and .74 respectively. 
In the scale measuring relationship outcomes, the dimension of trust had a 
Cronbach alpha of .91. In the set of items measuring control mutuality, one of 
the items—in dealing with people like me this organization has a tendency to 
throw its weight around (use authority to dominate)—had to be modified since 
it used colloquialism and slang that the researcher anticipated could make it 
difficult for interviewees in understanding the question. Despite the change, 
the question posed problems in reliability and hence was removed from the 
scale. After deleting this item, the dimension of control mutuality had a 
Cronbach alpha of .89, while the dimensions of commitment and satisfaction 
had Cronbach alphas of .90 and .93 respectively. All the measures of 
reliability of this study were satisfactory as the generally accepted standard for 
scale reliability is .80 (Bryman, 2004) and all the measures met or exceeded 
this standard, except for two, which were also very near to .80.  
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Among all the dimensions of CSR, ethical CSR was rated the highest (M 
= 4.09, SD = .625) followed by economic CSR (M = 4.01, SD = .648), with 
discretionary (M = 3.89, SD = .617) and legal CSR (M = 3.89, SD = .726) 
sharing the same rating. Similarly, among the relational outcomes, trust scored 
the highest (M = 3.55, SD = .811), closely followed by commitment (M = 
3.52, SD = .874), satisfaction (M = 3.46, SD = .891) and control mutuality (M 
= 3.40, SD = .890). Interestingly, the means for the dimensions of CSR were 
generally higher than the means for relationship outcomes. 
Table 4.9 
Means, Standard Deviations and Cronbach Alphas of the Constructs of CSR and Relationship 
Outcomes  
Constructs and items M SD α 
1) Discretionary CSR      3.89     .617 .852 
This organization gives adequate contribution to charities 4.31 .799  
This organization supports private and/or public educational 
institutions. 
4.08 .805  
This organization has a program in place to reduce the 
amount of energy and materials wasted in its business. 
4.12 .770  
This organization participates in activities that aim to protect 
and/or improve the quality of the natural environment. 
4.19 .776  
This organization encourages partnerships with local 
businesses. 
3.33 .946  
This organization implements special programs to minimize 
its negative impact on the natural environment. 
4.02 .847  
This organization supports employees who acquire additional 
education. 
3.67 .933  
This organization has flexible policies that enable employees 
to better co-ordinate work and personal life 
3.43 1.107  
 
2) Ethical CSR 
      
     4.09 
     
    .625 
 
.817 
This organization has a comprehensive code of conduct. 4.41 .678  
This organization is recognized as a trustworthy company. 4.43 .655  
 In this organization fairness towards co-workers and/or 
business partners is an integral part of the employee 
evaluation process. 
3.69 1.015  
The salespersons and employees of this organization are 
required to provide full and accurate information to all 
customers. 
3.79 .822  
This organization has a confidential procedure in place for 
employees to report any misconduct at work. 
4.12 .885  
 
3) Legal CSR 
      





This organization seeks to comply with all laws regulating 
hiring and employee benefits. 
4.05 .921  
This organization has internal policies that prevent 
discrimination in employees compensation and promotion. 
3.60 1.120  
The managers of this organization try to comply with the law. 3.88 .893  
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This organization has programs that encourage the diversity 
of its workforce (in terms of age gender and/or minority 
status). 
4.02 .864  
 
4) Economic CSR 
     
     4.01 
    
    .648 
 
.743 
This organization has been successful at maximizing its 
profits. 
4.27 .757  
This organization strives to lower its operating costs. 4.14 .724  
The top management of this organization establishes long 
term strategies for the business. 
3.97 .959  
This organization closely monitors employees productivity. 3.66 .978  
 
5) Trust 
      
     3.55 
     
     .811 
 
.913 
This organization treats people like me fairly and justly. 3.57 1.001  
Whenever this organization makes an important decision I 
know it will be concerned about people like me. 
3.32 1.031  
This organization can be relied on to keep its promises. 3.63 .971  
 I believe that this organization takes the opinions of people 
like me into account when making decisions. 
3.19 1.051  
I feel very confident about this organizations skills. 3.73 .867  
This organization has the ability to accomplish what it says it 
will do. 
3.83 .897  
 
6) Control Mutuality 
      
     3.40 
    
    .890 
   
.890 
This organization and people like me are attentive to what 
each other say. 
3.58 .881  
This organization believes the opinions of people like me are 
legitimate. 
3.33 1.011  
This organization really listens to what people like me have 
to say. 
3.28 1.049  
 
7) Commitment 
      
     3.52 
      
     .874 
 
.896 
 I feel that this organization is trying to maintain a long-term 
commitment to people like me. 
3.45 1.055  
I can see that this organization wants to maintain a 
relationship with people like me. 
3.36 1.051  
There is a long-lasting bond between this organization and 
people like me. 
3.49 1.004  
Compared to other organizations I value my relationship with 
this organization more. 
3.77 .888  
 
8) Satisfaction 
      
     3.46 
    
    .891 
 
.926 
 I am happy with this organization. 3.55 .962  
Both the organization and people like me benefit from the 
relationship. 
3.45 .972  
Most people like me are happy in their interactions with this 
organization. 
3.38 1.019  
Generally speaking I am pleased with the relationship this 
organization has established with people like me. 
3.46 .987  
 
Correlation analysis was conducted amongst all the control variables 
(volunteering frequency, age, gender and tenure of respondent), the 
independent variables (discretionary, ethical, legal and economic CSR) and 
the dependent variables (trust, control mutuality, commitment and 
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satisfaction). The results showed that there was negligible difference between 
the zero-order correlations of the four independent variables with the four 
dependent variables, and when these variables were correlated with the control 
variables, it held constant. Table 4.10 presents the means, standard deviations 




 Means, Standard Deviations and Correlations for the CSR and Relationship Constructs  
 M SD 1 2 3 4 5 6 7 8 
1. Discretionary 
CSR 
3.89 .617 - .782 .718 .658 .759 .717 .740 .722 
2. Ethical CSR 4.09 .625  - .821 .717 .781 .696 .741 .691 
3. Legal CSR 3.89 .726   - .716 .764 .709 .744 .735 
4. Economic CSR 4.01 .648    - .686 .630 .638 .610 
5. Trust 3.55 .811     - .902 .914 .916 
6. Control 
Mutuality 
3.40 .890      - .888 .880 
7. Commitment 3.52 .874       - .918 
8. Satisfaction 3.46 .891        - 
Note: All correlation coefficients have p≤ .001 
 
Regression Analysis 
This study used regression analysis to determine the effects of awareness 
of four dimensions of CSR on four relationship outcomes. However, when all 
independent variables were tested for multicollinearity, the results showed that 
the four dimensions of CSR were closely related to each other and 
demonstrated low tolerance levels. This was the case even when the 
independent variables were centered in order to address this problem as 
suggested by Bryman and Cramer (2009). Hence, each dimension of CSR was 
entered separately along with the control variables to arrive at regression 
results of the four dimensions of CSR on each relationship outcome. The 
following sections present the results of the regression analysis. 
194 
 
Influence of awareness of CSR practices on trust. The regression 
analysis was conducted in five steps, the results of which are summarized in 
Table 4.11. In step 1, trust was regressed onto the control variables—
volunteering frequency, age, gender and tenure. The results for this step were 
significant only for the variable of age (β=.227, p≤.01). 
 In step 2, trust was regressed onto discretionary CSR in addition to the 
control variables. The results showed that discretionary CSR was significantly 
and positively related to trust (β=.764, p≤ .000), while all the control variables 
became insignificant. The goodness of fit of the model significantly improved 
compared to the baseline model consisting of only the control variables (Adj. 
R²= .576, F change=239.531, p<.000).  
In step 3, trust was regressed onto ethical CSR, in addition to the control 
variables. The results revealed that ethical CSR was significantly and 
positively related to trust (β=.777, p≤.000) while the control variables became 
insignificant. The goodness of fit of the model significantly improved 
compared to the two earlier models consisting of only the control variables 
and control variables plus discretionary CSR (Adj.R
2
= .609, F 
change=275.648, p≤.000).   
In step 4, trust was regressed onto legal CSR in addition to the control 
variables. The results showed that legal CSR was significantly and positively 
related to trust (β=.773, p=.000) while the control variables became 
insignificant. The goodness of fit of the model significantly improved over the 
two earlier models consisting of only the control variables and control 
variables plus discretionary CSR, but declined a little compared to the third 
model consisting of ethical CSR (Adj.R
2
=.579, F change=242.009, p≤.000).  
195 
 
In step 5, trust was regressed onto economic CSR in addition to the 
control variables. The results revealed that economic CSR was significantly 
and positively related to trust (β=.676, p≤.000) while the control variables 
became insignificant. The goodness of fit of the model significantly improved 
over the first model consisting of only the control variables, but was less 
compared to the other three models comprising discretionary, ethical and legal 
CSR (Adj.R
2 
= .466, F change=151.742, p≤.000).  
Table 4.11 
Regression Results for Trust  




F change   t 
1 Volunteering freq   .149 .033**     1.929 
 Age   .227**      2.532** 
 Gender −.057    −0.799 
 Tenure −.177    −1.858 
       
2 Volunteering freq −.050 .576***   .543 239.531*** −0.946 
 Age   .110      1.827 
 Gender   .028      0.588 
 Tenure −.065    −1.025 
 Discretionary CSR   .764***    15.477*** 
       
3 Volunteering freq   .004 .609***   .576 275.648***   0.076 
 Age   .073      1.265 
 Gender −.071    −1.573 
 Tenure −.097    −1.597 
 Ethical CSR   .777***    16.603*** 
       
4 Volunteering freq   .016 .579***  .546 242.009***   0.308 
 Age −.011    −0.180 
 Gender   .005      0.113 
 Tenure −.075    −1.191 
 Legal CSR   .773***    15.557*** 
       
5 Volunteering freq   .037 .466*** .433 151.742***   0.633 
 Age   .065      0.960 
 Gender −.065    −1.219 
 Tenure −.097    −1.362 
 Economic CSR   .676***    12.318*** 
*p ≤ .05, **p≤.01, ***p≤.000 
 
Results from this analysis illustrate that although the respondent‘s age 
could be regarded as a significant predictor of trust, when combined with the 
other variables of CSR, it was not. Most importantly, the results showed that 
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all the four dimensions of CSR are significant predictors of trust. F-change 
was the greatest when ethical CSR was added onto the baseline model 
followed by legal, discretionary and economic CSR. The results suggest that 
among these four dimensions, ethical CSR appears to be the most important, 
followed by legal, discretionary and, finally, economic CSR.   
Influence of awareness of CSR practices on control mutuality. The 
regression analysis was conducted in five steps, the results of which are 
summarized in Table 4.12. In step 1, control mutuality was regressed onto the 
control variables—volunteering frequency, age, gender and tenure. The results 
for this step were significant for the variable of volunteering frequency (β = 
.183, p≤.01).  
In step 2, control mutuality was regressed onto discretionary CSR in 
addition to the control variables. The results showed that discretionary CSR 
was significantly and positively related to trust (β = .711, p≤ .001) while all 
the control variables became insignificant. The goodness of fit of the model 
significantly improved compared to the baseline model consisting of only the 
control variables (Adj. R² = .503, F change = 176.836, p<.001).  
In step 3, control mutuality was regressed onto ethical CSR in addition 
to the control variables. The results revealed that ethical CSR was significantly 
and positively related to control mutuality (β=.683, p≤.001) while the control 
variables became insignificant. The goodness of fit of the model significantly 
improved compared to the first model consisting of only the control variables, 
but declined compared to the second model consisting of the control variables 
and discretionary CSR (Adj.R
2
 = .477, F change = 159.259, p≤.001).  
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 In step 4, control mutuality was regressed onto legal CSR in addition to 
the control variables. The results showed that legal CSR was significantly and 
positively related to control mutuality (β=.711, p≤.001) while the control 
variables became insignificant. The goodness of fit of the model significantly 
improved over the first model consisting of only the control variables and the 
third model consisting of the control variables and ethical CSR, but declined 
compared to the second model consisting of the control variables and 
discretionary CSR (Adj.R
2
 = .494, F change = 170.394, p≤.001).  
In step 5, control mutuality was regressed onto economic CSR in 
addition to the control variables. The results revealed that economic CSR was 
significantly and positively related to trust (β=.615, p≤.001) while the control 
variables became insignificant. The goodness of fit of the model significantly 
improved over the first model consisting of only the control variables, but 
declined compared to the other three models comprising discretionary, ethical 
and legal CSR (Adj.R
2 
= .390, F change = 109.980, p≤.000).  
Results from this analysis illustrate that although the respondent‘s 
volunteering frequency was a significant predictor of control mutuality, when 
combined with the other variables of CSR, it was not. Most importantly, the 
results showed that all the four dimensions of CSR are significantly and 
positively related to control mutuality. F-change was the greatest when 
discretionary CSR was added onto the baseline model followed by legal, 
ethical and economic CSR. These results suggest that among these four 
dimensions, discretionary CSR appears to be the most important, followed by 





Regression Results for Control Mutuality 
Step Variable β Adj. R2 ∆Adj. R2 F change t 
1 Volunteering freq .183** .033**   2.356** 
 Age .168    1.874 
 Gender -.065    -.906 
 Tenure -.103    -1.080 
       
2 Volunteering freq -.003 .503*** .470 176.836*** -.054 
 Age .059    .902 
 Gender .015    .281 
 Tenure .001    .020 
 
Discretionary 
CSR .711***    13.298*** 
       
3 Volunteering freq .054 .477*** .444 159.259*** .942 
 Age .033    .489 
 Gender -.077    -1.471 
 Tenure -.032    -.463 
 Ethical CSR .683***    12.620*** 
       
4 Volunteering freq .060 .494*** .461 170.394*** 1.052 
 Age -.051    -.760 
 Gender -.007    -.140 
 Tenure -.009    -.135 
 Legal CSR .711***    13.053*** 
       
5 Volunteering freq .080 .390*** .357 109.980*** 1.287 
 Age .021    .287 
 Gender -.072    -1.263 
 Tenure -.030    -.394 
 Economic CSR .615***    10.487*** 
*p ≤ .05, **p≤.01, ***p≤.000 
 
Influence of awareness of CSR practices on commitment. The 
regression analysis was conducted in five steps, the results of which are 
summarized in Table 4.13. In step 1, commitment was regressed onto the 
control variables—volunteering frequency, age, gender and tenure. The results 
for this step were significant for the variable of volunteering frequency (β = 
.154, p≤.01). 
 In step 2, commitment was regressed onto discretionary CSR in 
addition to the control variables. The results showed that discretionary CSR 
was significantly and positively related to commitment (β = .747, p≤ .001) 
while all the control variables became insignificant. The goodness of fit of the 
199 
 
model significantly improved compared to the baseline model consisting of 
only the control variables (Adj. R² = .537, F change = 208.655, p<.001).  
In step 3, commitment was regressed onto ethical CSR in addition to the 
control variables. The results revealed that ethical CSR was significantly and 
positively related to commitment (β=.743, p≤.001) while the control variables 
became insignificant. The goodness of fit of the model significantly improved 
compared to the first model consisting of only the control variables and the 
second model consisting of the control variables and discretionary CSR 
(Adj.R
2
 = .544, F change = 214.228, p≤.001).   
In step 4, commitment was regressed onto legal CSR in addition to the 
control variables. The results showed that legal CSR was significantly and 
positively related to commitment (β = .763, p≤.001) while the control 
variables became insignificant. The goodness of fit of the model significantly 
improved over the first model consisting of only the control variables, the 
second model  consisting of the control variables and discretionary CSR and 
the third model consisting of the control variables and ethical CSR (Adj.R
2 
= 
.549, F change = 219.165, p≤.001).  
In step 5, commitment was regressed onto economic CSR in addition to 
the control variables. The results revealed that economic CSR was 
significantly and positively related to commitment (β = .635, p≤.001) while 
the control variables became insignificant. The goodness of fit of the model 
significantly improved over the first model consisting of only the control 
variables, but declined compared to the other three models comprising 
discretionary, ethical and legal CSR (Adj.R
2 





Regression Results for Commitment  
Step Variable   β Adj. R2 
  ∆Adj. 
R
2
 F change   t 
1 Volunteering freq .154* .018   1.968 
 Age .150    1.652 
 Gender -.065    -.895 
 Tenure -.109    -1.134*** 
       
2 Volunteering freq -.041 .537***   .519 208.655*** -.736 
 Age .035    .552 
 Gender .018    .366 
 Tenure .000    .004 
 
Discretionary 
CSR .747***    14.445*** 
       
3 Volunteering freq .015 .544***   .526 214.228*** .279 
 Age .003    .043 
 Gender -.078    -1.588 
 Tenure -.033    -.498 
 Ethical CSR .743***    14.637*** 
       
4 Volunteering freq .022 .549***   .531 219.165*** .407 
 Age -.086    -1.350 
 Gender -.004    -.086 
 Tenure -.008    -.128 
 Legal CSR .763***    14.804*** 
       
5 Volunteering freq .048 .398***   .380 118.026*** .778 
 Age -.002    -.033 
 Gender -.072    -1.279 
 Tenure -.034    -.446 
 Economic CSR .635***    10.864*** 
*p ≤ .05, **p≤.01, ***p≤.000 
 
Results from this analysis illustrate that although the respondent‘s 
volunteering frequency was a significant predictor of commitment, when 
combined with the other variables of CSR, it loses significance. Most 
importantly, the results showed that all the four dimensions of CSR are 
significantly and positively related to commitment. F-change was the greatest 
when legal CSR was added onto the baseline model followed by legal, 
discretionary and economic CSR. These results suggest that among these four 
dimensions, legal CSR appears to be the most important, followed by ethical, 
discretionary and, finally, economic CSR.   
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Influence of awareness of CSR practices on satisfaction. The 
regression analysis was conducted in five steps, the results of which are 
summarized in Table 4.14. In step 1, satisfaction was regressed onto the 
control variables—volunteering frequency, age, gender and tenure. The results 
for this step were significant for the variables of age (β =.225, p≤.01) and 
volunteering frequency (β =.175, p≤.01).  
In step 2, satisfaction was regressed onto discretionary CSR in addition 
to the control variables. The results showed that discretionary CSR was 
significantly and positively related to satisfaction (β = .717, p≤ .001) while all 
the control variables became insignificant. The goodness of fit of the model 
significantly improved compared to the baseline model consisting of only the 
control variables (Adj. R² = .517, F change = 185.084, p≤ .001).  
In step 3, satisfaction was regressed onto ethical CSR, in addition to the 
control variables. The results revealed that ethical CSR was significantly and 
positively related to satisfaction (β = .674, p≤.001) while the control variables 
became insignificant. The goodness of fit of the model significantly improved 
compared to the first baseline model consisting of only the control variables, 
but declined when compared to the second model consisting of control 
variables and discretionary CSR (Adj.R
2
 = .472, F change = 153.247, p≤.001).  
 In step 4, satisfaction was regressed onto legal CSR in addition to the 
control variables. The results showed that legal CSR was significantly and 
positively related to satisfaction (β = .735, p≤.001) while the control variables 
became insignificant. The goodness of fit of the model significantly improved 
over the three earlier models consisting of only the control variables, control 
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variables and discretionary CSR and control variables and ethical CSR (Adj.R
2
 
= .532, F change = 197.027, p≤.001). 
In step 5, satisfaction was regressed onto economic CSR in addition to 
the control variables. The results revealed that economic CSR was 
significantly and positively related to satisfaction (β = .589, p≤.001) while the 
control variables became insignificant. The goodness of fit of the model 
significantly improved over the first model consisting of only the control 
variables, but declined compared to the other three models comprising 
discretionary, ethical and legal CSR (Adj.R
2 
= .366, F change = 97.001, 
p≤.001).  
Table 4.14 
Regression Results for Satisfaction  
Step Variable   β Adj. R2 
  ∆Adj. 
R
2
 F change   t 
1 Volunteering freq .175** .039**   2.268** 
 Age .225**    2.509** 
 Gender -.050    -.696 
 Tenure -.164    -1.729 
       
2 Volunteering freq -.012 .517***   .478 184.084*** -.213 
 Age .114    1.781 
 Gender .030    .597 
 Tenure -.059    -.872 
 
Discretionary 
CSR .717***    13.605*** 
       
3 Volunteering freq .049 .472***  .433 153.247*** .839 
 Age .091    1.350 
 Gender -.062    -1.173 
 Tenure -.095    -1.342 
 Ethical CSR .674***    12.379*** 
       
4 Volunteering freq .048 .532*** .493 197.027*** .883 
 Age -.002    -.033 
 Gender .010    .197 
 Tenure -.067    -1.013 
 Legal CSR .735***    14.037*** 
       
5 Volunteering freq .077 .366*** .327 97.001*** 1.215 
 Age .083    1.126 
 Gender -.056    -.971 
 Tenure -.094    -1.219 
 Economic CSR .589***    9.849*** 
*p ≤ .05, **p≤.01, ***p≤.000 
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Results from this analysis illustrate that although the respondent‘s 
volunteering frequency and age were significant predictors of satisfaction, 
when combined with the other variables of CSR, they are not. More 
importantly, the results showed that all the four dimensions of CSR are 
significant predictors of satisfaction. F-change was the greatest when legal 
CSR was added onto the baseline model followed by discretionary, ethical and 
economic CSR. The results suggest that among these four dimensions, legal 
CSR appears to be the most important, followed by discretionary, ethical and, 
finally, economic CSR.   
Summary of answers to research questions 6 and 7. To summarize, 
RQ 6 had asked whether awareness of CSR practice is associated with 
relationship outcomes of trust, control mutuality, commitment and satisfaction 
from the perspective of employees. The results show that all the four 
dimensions of CSR are significantly related with trust, control mutuality, 
commitment and satisfaction. RQ 7 examined the dimension of CSR that was 
most significantly related to each of the relational outcomes of trust, control 
mutuality, commitment and satisfaction. The results showed that ethical CSR 
was most significantly related to trust, discretionary CSR was most 
significantly related to control mutuality, and legal CSR was most 
significantly related to both commitment and satisfaction. Economic CSR was 






This study aimed to understand and examine corporate discourse on the 
conceptualizations, perceptions, practices and communication of CSR in India 
and further explore linkages between the practice of CSR and relationships 
with employee stakeholders. The researcher employed an interpretive 
dialectical approach and a postmodern, public relations perspective to 
highlight  the dialectical tensions, similarities and differences in corporate 
discourse on CSR in India, based on 19 in-depth qualitative conversations with 
senior managers and leaders of corporations in India that are known to be 
socially responsible. The researcher then built on the insights gained from 
these conversations to design and administer an online survey to employees in 
two IT organizations so as to explore linkages between an awareness of CSR 
practices and the relationship outcomes of trust, control mutuality, 
commitment and satisfaction, set within the relationship management 
framework of public relations. 
The findings presented in Chapter Four largely met the research aims of 
this study. The main finding was that CSR was conceptualized chiefly as 
societal and community development; was clearly external to the corporation; 
and was articulated mostly through themes of nation building and inclusive 
growth. Further, findings indicated that the key drivers of CSR were a sense of 
duty/moral consciousness, benefits to business and founder‘s vision/company 
tradition, delivered through collaborative partnerships with government and 
non-governmental organizations (NGOs). Perceived key enablers included the 
processes of institutionalization, a commitment to operational excellence, and 
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keen fiduciary acumen. Important stakeholders associated with the CSR space 
appeared to be employees, government, and local communities, in that order, 
for the service sector; and in the reverse order—local communities, 
government, and finally, employees—with regard to companies in the 
manufacturing sector. The corporate discourse on CSR in India also appeared 
to foreground the building of behavioral relationships over symbolic ones; 
seemed to be wary of the public relations connection to CSR; shunned 
publicity through mass media; and, instead, preferred targeted, audience-
driven communication with primary stakeholders. The perceived key benefits 
of being socially responsible appeared to be enhanced relationship with 
employees and external publics, specifically, local communities. However, 
findings from the employee survey indicated that they did not appear to 
perceive a unilateral influence of awareness about CSR practices on their 
relationship with the organization. Instead, the employees placed differential 
emphasis on the influence of multiple dimensions of CSR on various 
relationship outcomes and specifically emphasized the importance of legal and 
ethical dimensions of CSR over discretionary and economic dimensions.  
The previous chapter presented these detailed findings through extensive 
descriptions, quotes, figures and tables for each research question. This 
chapter will focus on the most relevant and important insights generated from 
the research. Keeping in mind the research objectives of this study, this 
chapter will examine the findings and integrate the deeper meanings of the 
results with the researcher‘s own perspectives as well as insights from the 
extant body of scholarship. In doing so, the researcher has attempted to shift 
from being ―an objective reporter‖ to an ―informed and insightful 
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commentator‖ (Bloomberg & Volpe, 2008, p.129) by providing interpretive 
insights into the findings, in effect discussing what Lincoln and Guba (1985) 
called the lessons learned from research.  
The chapter is organized according to the following analytic categories 
that are aligned with this study‘s research aims and questions:  
(1) CSR as societal and community development, articulated through 
themes of nation building and inclusive growth: The simultaneous 
existence of paternalistic and egalitarian notions of CSR; 
organizational activist-agent dialectic in community relations; 
critiquing Western notions of CSR and foregrounding external 
publics in CSR discourse (RQ 1). 
(2) Multiple drivers of CSR as moral consciousness, business benefits 
and founder‘s vision/company tradition of social responsibility: 
dialectics of duty and consequences encompassed in the notion of 
dharma (RQ 2). 
(3) Underlying tensions in the CSR debate, including notions of empathy 
for government constraints and public-private partnerships, within an 
ecology of collaboration
3
: The dialectic of integration-separation (RQ 
3).  
(4) Enablers in CSR implementation including discourses of 
institutionalization, modernist principles of operational excellence 
and fiduciary acumen: The enabler-disabler dialectic (RQ 4).  
                                                          
3
 The researcher thanks Dr. Sreekumar T.T. and Dr. Milagros Rivera for the phrase, ecology of 
collaboration, that also emerged in their research on ICTs in Asia.  
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(5) Communicative practices that appropriate CSR efforts into 
strengthening relationships with internal and external publics: 
foregrounding creation of behavioral over symbolic relationships; 
marginalized role of public relations in CSR communication; 
audience-driven communicative practices (RQ 5). 
(6) The influence of legal and ethical engagement of employees on 
internal relationships: Showcasing disconnect between managers‘ and 
employees‘ perceptions of linkages between awareness of CSR 
practice and relational outcomes (RQs 6 and 7). 
This study employed three main theoretical approaches to interpret the 
findings. First, this study used mainstream CSR theorizing in management 
literature in order to interpret the findings from the qualitative phase of the 
research.  
Second, this study also utilized a dialectical approach borrowed from 
interpersonal communication literature and a postmodern public relations lens 
to aid in analyzing the conversations with corporate leaders. These approaches 
have been examined in detail in Chapter Two.  
Third, to guide analysis in the second phase of the study the researcher 
employed CSR theorizing from management literature as well as the 
relationship management perspective in public relations scholarship. These 
theoretical frameworks have also been examined in detail in Chapter Two. 
Specifically, in addition to CSR theories from management literature, 
this study used a postmodern, public relations lens in interpreting the 
qualitative findings grouped within the first five analytic categories; in the 
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process, uncovering and highlighting the dialectical tensions that exist in the 
corporate discourse on CSR in India.  
This study employed a postmodern lens, but not in the critical, cynical 
sense—e.g., of considering the corporation as the unethical, powerful 
adversary that sets out to conceal or atone for its corporate wrongdoing under 
the guise of socially responsible initiatives—but in the sense of identifying the 
dialectical tensions underlying the CSR narratives of a particular interpretive 
community, that of senior managers and leaders in corporations in India that 
are known to be socially responsible. This study sought to highlight the 
ironies, paradoxes and contradictions inherent in the corporate discourse on 
CSR as these corporate actors navigate the complexities of meeting the social 
and economic objectives within a modernist capitalist framework.  
In this regard, the researcher‘s intention was to enhance an 
understanding of the corporate conceptualization of CSR in India and offer a 
fresh perspective of CSR that addresses the interaction of multiple tensions 
and oppositions in the CSR debate.  
This study used functionalist CSR and PR theoretical lenses to interpret 
the quantitative findings grouped within the last category, drawing from a 
wealth of multidisciplinary literature on CSR and relationship management 
literature in examining the multi-dimensional associations between various 
dimensions of CSR and the relationship outcomes of trust, control mutuality, 
satisfaction and commitment. This chapter will discuss each of these analytic 
categories and then offer an overall summary of the individual discussions, 
synthesized and clustered around a deeper and broader understanding of the 
phenomenon of CSR in India. 
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Analytic Category 1: CSR as Social Development 
The Nation Building-Inclusive Growth Dialectic 
This understanding of CSR as contributing to nation building and 
inclusive growth reflects a delicate dialectic, a juxtaposition of grand 
nationalist narratives of social and economic development on the one hand, 
and the modernist paradigm of development, firmly entrenched within the 
neo-liberal project, on the other. The notion of nation building is fairly 
compatible with Gandhi‘s notion of trusteeship and the ethical model of CSR 
(Gopinath, 2005; Kumar et al., 2001), while the concept of CSR as inclusive 
growth—growth for the corporation, along with growth for its stakeholders—
appears to resonate with the stakeholder model (Freeman, 1984) that 
conceptualizes the simultaneous growth of all stakeholders; and with the 
business case for CSR (Porter & Kramer, 2006; Prahalad & Hammond, 2002).  
However, these two themes of nation building and inclusive growth do 
not appear to be in conflict with each other. Instead, working in conjunction 
with each other, the themes appear to suggest participation in the labor market 
as a way to reduce social exclusion. Thus, CSR efforts aimed at imparting 
education and improving employability of the socially excluded/marginalized 
stakeholders dovetailed well with the corporations‘ avowed missions of 
nation-building and inclusive growth. This delicate balance between notions of 
nation building and inclusive growth was evident in the words of the senior 
manager for CSR in a large financial-sector corporation: 
The other hat that we wear, which is more of what [name of the 
corporation‘s Foundation] does, is to focus on the long term growth of 
India. [In order to ensure inclusive growth]…the areas that we see that 
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requires most interventions are in…health, because we believe basic 
health is a pre-requisite for an individual to grow healthy and participate 
in the economy…Second is elementary education. Education plays a 
huge role in shaping the individual, where we are talking about 
[children] from the age of 8-14. Then the third focus is access to finance, 
because finance can be a transformative tool. Because if you have access 
to finance, then you can start your own enterprises. You use finance for 
your personal development… And because of the way we see our core 
business strategy is for a financial conglomerate to grow, the economy 
has to grow. If only we expand the market, will we grow.  
Thus, the corporate discourse on CSR in India appears to display a 
happy co-existence of nation-building and inclusive growth, constantly and 
comfortably negotiating between grand notions of building a just, humane 
society through a capitalistic framework that has often been blamed for 
causing social inequalities in the first place.  
Yet, the question remains: whether CSR efforts are directed toward 
weak forms of creating an inclusive society that only aim to include the 
marginalized into the mainstream, or towards stronger forms of inclusion that, 
in addition to enabling publics on the periphery to merge into the mainstream, 
also aim to rectify the underlying structural causes of social exclusion. This 
question might pose a greater challenge to corporations since some of the 
structures that caused social exclusion and social inequalities may be traced to 
the advent of the modernist capitalist organization itself (Bhushan, 2005; 




The Paternalism-Egalitarianism Dialectic 
The findings chapter described in detail that the notion of CSR as 
societal and community relations was articulated through the themes of nation 
building and inclusive growth. The idea of contributing to nation building and 
inclusive growth through engaging with societal issues was held mostly by the 
service sector and was articulated mostly as solving large-scale societal 
problems; giving back to society; sharing wealth; and creating win-win 
solutions for business and society. While the two articulations of solving 
problems and giving back/sharing wealth can be considered a ―caring‖ model 
of CSR, in line with Gandhi‘s ideals and trusteeship model, the narrative of 
CSR as creating win-win solutions resonates more with the currently popular 
―business case for CSR‖ or strategic CSR approach (Lantos, 2001; Porter & 
Kramer, 2006). The following paragraphs will interpret these apparently 
contradictory notions as a dialectic between CSR as paternalistic solver of 
problems, and CSR as egalitarian equalizer. 
Paternalistic notions of CSR. This concept of CSR as solving problems 
in society sounds ironic, considering that often, the social problems that 
corporations aim to reduce are offshoots of inequalities caused by the 
restructuring of economies from traditional to modern, or from agrarian to 
urban, as society transforms and moves towards a capitalist economic system 
(Mehta et al., 2006; Sood & Arora, 2006). Newell and Frynas (2007) 
articulated this irony bluntly in their argument that business is often implicated 
in the development process as ―simultaneously able to ameliorate some forms 
of poverty while exacerbating others‖ (p. 672). Further, Prieto-Carron et al. 
(2006) argued that with increasing globalization, the encouragement of free-
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market economies and the rise of the CSR discourse, international aid agencies 
and business organizations have played a key role in shifting the debate on the 
relationship between business and poverty.  According to the authors, where 
previously the debate used to revolve around how business causes poverty, 
such as through land acquisition, the subsequent displacement of indigenous 
peoples, pollution, etc.; in recent years, the CSR discourse has increasingly 
portrayed free markets and businesses as part of the solution in alleviating 
poverty. Zorn and Collins (2007) articulated this argument succinctly: ―It is a 
bit like a dictator leading the charge for democracy‖ (p. 413). 
Despite this ironic perspective of the relationship between business and 
development evident in CSR scholarship, the data from this study indicated 
that in India, the narrative of solving problems appears to have an inherent 
sense of paternalism demonstrated in the notion of CSR as giving back to 
society or as sharing wealth. These narratives of solving problems, giving 
back and sharing wealth, construct the corporation as a proactive and 
benevolent big brother, and the recipient as the passive receptacle of alms or 
gifts.  
This notion of paternalism could be embedded in CSR discourse because 
of two reasons: business culture, and societal culture. Often, corporations in 
India are entrenched within traditional, hierarchical, paternalistic business 
cultures (Ghosh, 1974) that encourage a more ―caring, giving, sharing‖ 
attitude to CSR. Furthermore, research has found that in India, the CSR 
agenda is set and driven by the founder/s or top management (Lee, 2010; Sood 
& Arora, 2006) and that a large proportion of these founders are individual 
corporate philanthropists (Sundar, 2000; Mitra, 2007). As a result, 
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corporations that are still influenced by the founders are likely to adopt a 
paternalistic philanthropic orientation in their CSR agenda.  
Shades of paternalism could probably also be traced to societal culture, 
specifically the Indian ethos and tradition of giving and sharing. While not the 
primary focus of this study, it would be fascinating to further explore this 
conceptualization of CSR as ―giving back‖ in the context of the Indian 
traditions of giving and sharing (Raheja, 1988), within which probably lies the 
seed of the other pole of the dialectic, CSR as egalitarian equalizer, by 
creating solutions that are mutually beneficial for corporations and publics.  
Egalitarian notions of CSR. This narrative juxtaposes the corporation‘s 
paternalistic alms giving and problem solving orientation with the recipient‘s 
pride, dignity and self-sufficiency. This conceptualization of CSR as 
generating win-win solutions came primarily from the service sector whose 
direct impact on immediate communities and larger society may not be as 
much as, say, in the manufacturing sector. For instance, the information 
technology (IT) sector‘s primary stakeholders are those sections of society that 
are already well-educated and relatively higher up on the development ladder 
and would mostly need help in terms of economic opportunities, which is 
already heavily provided by the IT industry (Arora & Bagde, 2006). 
Furthermore, the IT sector is closely connected to the global arena and highly 
exposed to forces of globalization and global business cultures. This 
connectedness to predominantly Western business cultures could encourage a 
more proactive, equalizing, win-win brand of CSR (Capelli, Singh, Singh, & 
Useem, 2010).  
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However, this model of CSR as creating win-win solutions, as well as 
the other two more paternalistic ones, are situated within the framework of 
modernization theories of development, which are grounded on the premise 
that economic development can take place only by rejecting traditional values, 
cultures and systems and by adopting modern values and practices (Rostow, 
1961 as cited in Giddens, 2009), thus downplaying and disregarding the 
marginalized voices which it aims to rescue and create ―wins,‖ for, and, in the 
process, privileging the organization with more benefits as giver, rather than 
benefits as it trickles to the receiver.  
Yet, the corporate discourse does not reveal a one-sided repressive 
capitalist mission aimed to wring out benefits predominantly for the 
corporation. Corporations appeared to exhibit an awareness of power 
imbalances in the interaction between corporations and their stakeholders that 
could skew the odds in their favor and, hence, appeared open to other voices 
as long as they fit with prevalent modernist notions of progress. This notion of 
openness to diverse voices is further explored in this chapter.   
Thus we can identify opposing tensions in the discourse on CSR in 
India. CSR is simultaneously conceptualized as a caring model on the one 
hand, and as benefits-for-business-and-society model on the other. 
Balasubramaniam et al. (2005) in their study on the perceptions of the urban, 
young managerial community in India, also highlighted the existence of this 
caring vs. business combination for CSR in India. In addition, the data also 
revealed the apparently dichotomous conceptualization infused with notions of 
one-sided paternalism on the one hand, and two-sided egalitarianism on the 
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other, simultaneously reflecting the co-existence of the ethical and business 
case models of CSR in India. 
This dialectic of paternalism-egalitarianism could have resulted from the 
simultaneous influences of multiple social, cultural and economic factors. For 
instance, large corporations in India are often entrenched within traditional, 
hierarchical, paternalistic business cultures that could underlie a more ―caring, 
sharing, giving‖ attitude to CSR. However, being subjected to the forces of 
globalization and the subsequent connectedness to global business cultures 
could also encourage a more proactive, equalizing, win-win brand of CSR.   
The Organizational Activist-Agent Dialectic 
The understanding of CSR as contributing to the development of local 
communities in and around corporations‘ sites of operations, articulated 
mostly by interviewees from the manufacturing sector, calls to mind the often 
heard criticism of corporations‘ transgression into rural societies, displacing 
traditional ways of life (Breen, 2007) and legitimizing modernist notions of 
development enacted upon dominant capitalist ideologies.  
However, the corporate discourse of CSR in India, while reflecting the 
modernist paradigm of development, also fore-grounded the use of 
participatory communicative practices in corporations‘ engagement with local 
communities. As Deetz (2007) argued: 
Corporate social responsibility can be made possible by the inclusion of 
multiple social values into the decisional premises, processes and 
routines and the development of communication processes that use the 




This appeared to be the case in India. The postmodern position 
acknowledging the existence of multiple, diverse voices entrenched in their 
own realities and listening to these often marginalized voices (Holtzhausen, 
2000, 2002) appeared to be an integral part of the CSR discourse in India. A 
senior manager of CSR for a manufacturing company said: 
The way we looked at CSR, we thought that we [should] take the civil 
society‘s views as much as we take the primary stakeholder…the 
community primary stakeholder‘s views and our own thinking. And you 
blend that together to look at how people perceive you or people want 
you to [sic] or what are the people‘s aspirations. When I say people, I 
mean all of these. What are civil society‘s aspirations? What are 
community‘s aspirations, [their] strong views on a company in their 
space? And unless you engage with all of them, transparently, openly, 
and in a very engaged fashion…there is no way that you can ignore 
these. 
Further, the postmodern PR practitioner, who is the boundary spanner 
between organizations and publics, is perceived to be ideally positioned to 
highlight the voices of multiple publics in management discourse 
(Holtzhausen, 2000). In the corporate discourse on CSR in India, CSR 
practitioners are simultaneously portrayed as organizational agents and 
publics‘ representatives in management, by interjecting the voices of local 
communities and activists into management discourse. This appeared to create 
possibilities for bringing about change within the organization that was more 
attuned to the needs of publics. The head of CSR at a large manufacturing 
company that has operations across India said: 
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We created a separate Foundation, which was created by the parent 
organization but allowed to have a very serious independence, to be able 
to think up what‘s really good for the community and to see how that 
blends with the company‘s business needs and risks and deal with those 
as well…And of course, the Foundation‘s senior people are able to then 
impact and influence the thinking of the company in how the 
responsibility towards the people needs to be [understood]. 
CSR practitioners appeared to display a keen awareness of the local and 
the particular, as opposed to universal, notions of CSR that would be regarded 
as dominant metanarratives to be resisted in the postmodern perspective 
(Holtzhausen, 2000, 2002; Holtzhausen & Voto, 2002). Their decision-making 
appeared to be based on the requirements of the local, immediate situation. 
The chief of CSR at an Indian multinational manufacturing company 
illustrated with an example:   
It‘s an engagement with the people again; it‘s not top-down. I think 
that‘s our biggest strength. As a foundation we have never done 
something that we, as a company, thought was good for the people. It 
has always been people‘s needs. Prioritize those needs, 50 of those 
needs, choose five or seven that we need to tackle, and we have gone 
with that. If you look at our website…there is similarity in terms of 
broad areas but differences [too]…in Punjab we are working on female 
infanticide; in Bhatinda, we are working on drug addiction, because, you 
know, opium…this poppy plant grows there, just all over the place. I 
mean, every guy doing nothing, just sitting around and drugging 
himself. So we have been engaged in that. In Gujarat, salinity is a 
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serious problem; in Rajasthan, the whole focus is on agro-based 
[farming], because in Rajasthan, people own land which are just lying 
parched, complete dry area, no water…land available, nothing happens. 
So we have tried to bring in crops that the land can take, bring in water 
and it‘s a treat to see farmers suddenly making a good profit. So there 
are differences in different areas.  
Furthermore, CSR practitioners appeared to identify tensors in their 
interaction with the local communities such as public hearings and discussions 
with activists and local opinion leaders, and strived to create new meaning 
through dissensus (Holtzhausen, 2002). The head of CSR for a large 
manufacturing company identified such a tensor: 
In India, even if you are expanding your branch, you need to go through 
an entire process called…public hearing. So the collector of the district 
tells all the villagers around your plant there‘s going to be a public 
hearing on a particular day. And people can come by the thousands and 
you are expected to address people‘s concerns. And, based on the 
minutes of that meeting, which the collector is expected to give to the 
Ministry of environment and forest, you get your permission to expand 
your branch. So public hearing is something which is a very critical part 
of the process, and because of our close engagement with people and 
because of our presence [being seen] as positive…at public hearings 
usually we don‘t really need to put up anything because the public 
speaks for us. 
However, rather paradoxically, these participatory, open processes of 
dialogic communication often aimed to ―mould public opinion‖ in favor of the 
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organization, again feed back into modern organizations‘ penchant for 
consensus. Thus, while attempting to adopt a participatory stance, the unequal 
power equation of the situation that privileges organizations with more power 
than local communities, has the potential to jeopardize the participatory, 
dialogic process. Chahoud et al. (2007) argued that community representatives 
often do not have the same skills, expertise or experience as the corporate 
executives to engage in a discussion that is enacted within the corporation‘s 
frame of reference. The chief of CSR at a multinational manufacturing 
company expressed this need to manage publics‘ opinions in order to manage 
expectations: 
So while the company starts talking, the Foundation steps in as a team to 
start doing its needs assessment, looking at what are the needs of that 
area, what is it that we have to do, working with the communities, what 
is the civil society saying, what does the government want. Also, starting 
to influence all that thinking, because often people, the civil society, 
government included and even the people, assume that there is a 
company coming, that they are going to take care of everything. You 
know, that‘s not done. 
Sundar (2000) argued that the emergence of a relatively strong civil 
society in India since the 1980s could serve as a powerful antidote to this 
potential jeopardy. However, the data generated in this study revealed a sore 
lack of, or ineffectiveness in leadership from civil society, which will be 
examined later in the discussion on the relationship among business, 
government and civil society. 
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Thus, in its boundary spanning role, the CSR practitioner appears to act 
both as an organizational activist and as an agent. The corporate discourse 
constructs the CSR practitioner as an organizational activist, by engaging with 
multiple, diverse voices of the marginalized to shape the CSR agenda of the 
organization, interjecting the voices of publics into management discourse to 
influence management thinking and instigate change, displaying a keen 
awareness of local contexts and situating ethical decision-making in the 
particulars of the immediate contexts, identifying tensors in the relationship 
between the corporation and its publics, and being open to negotiating new 
meanings through dissensus. On the other hand, the discourse also presents the 
CSR practitioner as an organizational agent, who attempts to influence public 
thinking and expectations in favor of the corporation. This simultaneous role 
as an organizational activist and agent calls attention back to the idea that 
discussion of the CSR practitioner as an activist and agent are still ensconced 
within the paradigm of the modernist, capitalist framework of development.  
The Internal-External Dialectic 
All the notions of CSR discussed so far, as societal relations and as 
community relations, clearly appeared to situate corporate understandings of 
CSR external to the corporation. This notion of CSR as community/society 
development in developing nations has been confirmed by other studies as 
well (Assocham-KPMG, 2008; Chahoud et al., 2007; Lee, 2010). The 
foregrounding of external publics in the CSR process in developing nations 
appeared to be a direct critique of models of CSR developed primarily in more 
developed countries of North America and Europe that envisages CSR as 
encompassing internal and external aspects of social responsibility.  For 
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example, Carroll‘s (1979, 1991) model of CSR considers economic, ethical 
and legal CSR as the primary social responsibilities of a corporation, and 
philanthropic or discretionary responsibilities (within which social 
development would be included) as only the icing on the cake. However, in 
Indian corporate discourse, being socially responsible appears to be equated 
with contributing to social development. It appears to be the cake itself, not 
just the icing on the cake.  
Yet, in the context of a recent corporate governance scandal in India, 
there seemed to be agreement that the plate on which the cake is placed is 
economic success, achieved ethically and legally. This acknowledged that 
spheres of economic motives, laws and ethics are not mutually exclusive but 
are integrated into one basic organizational responsibility. The importance of 
internal matters such as corporate governance is not downplayed, but is only 
seen as part of basic organizational responsibilities, and not as a part of the 
organization‘s social responsibilities. This notion of focusing on external, and 
not internal, stakeholders in corporations‘ CSR efforts could be construed as 
typical of a developing nation, where the highly visible dualistic existence of 
poverty and prosperity makes a compelling case for corporations to focus 
attention on community, societal and national development as the key 
components of the concept of corporate social responsibility, rather than on 
internal and less visible matters such as corporate governance, that may 
ironically have a larger impact on society as evidenced by the recent crisis in 
the financial sector in the U.S. and its resultant devastating impact on lives and 
livelihoods across the world. The researcher conceptualized this understanding 
of CSR as a cell with a core nucleus, different from the pyramid of CSR as 
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conceptualized by Carroll (1991) or by Visser‘s (2008) application of the 
pyramid to developing countries, wherein only the order of responsibilities in 
the pyramid was shuffled. 
The cell model of CSR. The notion of CSR can be compared to a cell 
with a core nucleus. The nucleus represents the legal, ethical, transparent 
achievement of economic success. The area surrounding the nucleus 
represents initiatives for social development aimed at local communities and 
the larger society. Depending on the context—the extent of extant dualism in 
society, the effectiveness of government systems to deliver social objectives, 
the dharma-based drive of corporations to enter the social space—the 
proportional sizes of the nucleus and the surrounding area increases or 
decreases.  
For instance, when the extent of dualism in society is low and 
government systems are effective, the proportion of the nucleus compared to 
the surrounding area will likely be high. That is, in such a scenario, 
corporations need not be actively and directly involved in the social 
development space. It may, in fact, be more productive to expand the nucleus, 
i.e., to ensure that economic success is achieved ethically and legally. On the 
other hand, when the extent of dualism is high in society and government 
systems are or are not effective and corporations are innately motivated to 
help, then the proportion of surrounding area compared to the nucleus is likely 
to be high; i.e., in the concept of CSR, social development can occupy prime 
space compared to ethically and legally achieved economic success. This is 
not to deny the importance of the core. The core remains the nucleus of the 
cell without which the whole cell can fall apart. But in the conceptualization of 
223 
 
social responsibility it takes secondary position to social development. This 
concept of CSR as a cell is pictorially depicted in Figure 5.1.  
 
Figure 5.1. The cell model of CSR depicting the nucleus and the surrounding area that can 
expand or contract depending on the extent of dualism in the environment, effectiveness of 
government systems and motivation of the corporate sector to enter the social space. The lines 
depict the interconnectedness of government, business and NGOs in the social sector. 
 
 
Analytic Category 2: The Duty-Consequence Dialectic 
There appears to be an inherent dialectical tension in corporate discourse 
on CSR between the two main drivers of CSR: a heightened moral 
consciousness that fits in with the ethical approach to CSR on the one hand, 
and potential benefits to business that resonate with the business case for CSR 
on the other. Both these drivers appear to be framed within the context of the 
third driver, the founder‘s vision and/or company‘s long history and tradition 
of being socially responsible. 
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Though the first two drivers reflect an apparent juxtaposition of a duty-
based sense of Kantian ethics with a utilitarian philosophy focused on 
consequences, the discourse does not construct them as mutually exclusive or 
in conflict with each other. Instead, there appears to be a comfortable co-
existence of both drivers, a classic example of a dialectical contradiction that 
interacts in a ―both-and‖ sense of relating rather than in an ―either-or‖ sense 
(Baxter & Montgomery, 1996).  
Engaging in CSR because ―it is the right thing to do‖ (L‘Etang, 1994) 
resonates with the notion of dharma as duty, expounded in the Indian epic, the 
Mahabharata (Das, 2009). Das (2009) explored the concept of dharma in the 
context of seeking answers to the rhetorical ―Why be good?‖ question the 
princess Draupadi in Mahabharata posed to her husband, Yudhishthira, who 
was banished to the forest for 12 years along with his wife and brothers after 
losing to his cousins in a game of dice. Hurt by the harshness of their life in 
the forest, Draupadi questioned her husband on the utility of dharma. His 
answers to her question form the basis of the discussion on dharma in Das‘s 
(2009) study. The first response is duty-based.  ―I do not act for the sake of the 
fruits of dharma. I act because I must‖ (Mahabharata, III.32.2-4, as cited in 
Das, 2009, p.65). This notion of dharma springs from an instinctive sense of 
duty, of what has to be done. ―Being good‖ is not based on a hope of reward. 
It is not focused on consequences, but on motives. This duty-based answer 
resonated well with L‘Etang‘s (1994) argument that a Kantian sense of ethics 
must drive the CSR agenda of corporations and that engaging in CSR 
primarily to derive benefits for the corporation is immoral. Instead, 
corporations should engage in CSR with the sole objective of doing good. This 
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view was similarly expressed by the managing director in charge of CSR at a 
corporate group:  
Why do we believe? [that we need to help in social development] We 
believe. I mean there‘s no….you can‘t have reasons beyond that. We 
believe you can‘t do that [not engage in social development].  
However, following this duty-based response that seemed unsatisfactory 
to Draupadi, Yudhishthira proposed three more answers to the question, ―Why 
be good?‖ that were consequence-based. The first answer offered a religious 
consequence of the reward of heaven. The second answer covered the law of 
karma, that actions bear fruit and good acts lead to good consequences. The 
third consequence-based answer is of high relevance to the study of CSR 
because it conceptualizes dharma as leading to good consequences, not only 
for the individual, but also for society as a whole. Das (2009) compared this 
third view of dharma to indirect utilitarianism that encompasses both 
approaches—judging an act by the intentions that drive it, and by the 
consequences it produces. This conceptualization of dharma as possibly 
benefiting both individuals and society appears compatible with the idea 
behind the second main driver of CSR in India, the business case for CSR 
(Porter & Kramer, 2006), or what has been called ‗strategic CSR,‘ (Lantos, 
2001)  focusing on mutual benefit for both the corporation and publics.  
Nonetheless, Das (2009) observed that dharma is a subtle concept, 
riddled with dilemmas between intentions and consequences, and ends and 
means. He noted that the concept of dharma is highly plural, thus making 
greater demands on human reason because human objectives often conflict 
with each other, and this conflict forces choice. He argued that the concept of 
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dharma will help people balance multiple objectives in life—desire, material 
wellbeing and righteousness—when they are in conflict with one another.  
This resonates with Capelli et al.‘s (2010) argument that in India, the 
duty-bound perspective appears to be fore-grounded over the consequential 
benefits perspective, unlike Western notions of CSR in which strategic CSR 
serves primarily to derive benefits for the corporation. The findings of this 
study indicated that the corporate discourse on CSR in India appeared to 
navigate and oscillate between both the duty-bound and consequences-based 
perspectives with ease, mostly foregrounding the duty-bound perspective. 
Although the objective of this study was not about the philosophical 
underpinnings of the discourse on CSR, the data appear to suggest utility in 
considering the local socio-cultural contexts when examining the phenomenon 
of CSR. 
While it appears interesting to place the drivers of CSR in India within a 
socio-cultural context, it is also important to note that CSR efforts are firmly 
entrenched within the modern, capitalist framework, often disproportionately 
privileging benefits to the organization over benefits to marginalized publics 
(Holtzhausen, 2000). Nonetheless, the data suggest that while subscribing to 
neo-liberal capitalist ideologies, senior managers and leaders of CSR in India 
appear to simultaneously display an awareness of, and sensitivity to, practices 
and ways of thinking constituted within local cultures and situated social 
contexts.  
This simultaneous navigation between the modern and the traditional 
could probably be due to the homogenizing influence of Western systems of 
education on senior managers and leaders and their deep connections to global 
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systems of economic production and consumption in conjunction with their 
entrenchment within local cultures and traditions (Capelli et al., 2010). This 
also calls attention to the dialectical interaction between local and global flows 
of education, culture, media and finance (Pal & Dutta, 2008) that situates 
corporate managers at a juncture between modernist thought and traditional 
cultures, leaving them to navigate multiple, competing ways of thinking and 
acting. 
The third driver, founder‘s vision/company tradition, engages directly 
with the role of the founder in the power structures of corporate organizations 
in India. India‘s founder-dominated, hierarchical business cultures have been 
well documented (Ghosh, 1974).  This personality-driven strategy helps to 
construct the image of business leaders and their corporations as positive 
agents for social change, strengthening local communities, societies and, 
finally, the nation.  
However, whether founder-run businesses are more committed to CSR 
than manager-run corporations is highly debatable. While Sood and Arora 
(2006) identified family-controlled corporate management as one of the 
challenges to institutionalizing CSR in India, the findings of this study indicate 
that corporations in which the founders continue to play an influential role in 
running the company appeared to be committed to being socially responsible.  
This viewpoint has been supported by a recent study done by McKinsey 






Analytic Category 3: The Integration-Separation Dialectic 
The corporate discourse on CSR in India appeared to reflect a deep 
sense of the delicate interconnectedness of multiple publics and seemed to 
espouse a collaborative partnership amongst government, business and NGOs 
in order to deliver community and nation building CSR projects. They seemed 
to be constructed as parts of a jigsaw puzzle, each with a defined boundary but 
falling in place together, as an intricate web of corporations, government, 
NGOs and individuals (such as corporate founders, philanthropists and 
activists) working in concert but with boundaries drawn among them. The 
chief of CSR for an Indian multinational in the service sector endorsed this 
interconnectedness: 
We are an integral part of society in the planet, and therefore, we have to 
work in unison, and we have to work in concert to actually, for anything 
to happen in this world. So it‘s a very intricate web. And that intricate 
web has to be recognized and worked upon. So as much as you have 
government, you have civil society organizations, you have in this 
current world for-profit organizations, and you have perhaps, 
individuals. So we have to work in unison. 
The relations amongst the three groups were not constructed as 
confrontational but rather as collaborative partnerships, based on a sense of 
oneness, of collective personhood, and harmony, rather than of conflict and 
confrontation. This partnership among business, government and non-
governmental organizations to deliver CSR programmes has been documented 
in the literature on CSR in India (Assocham-KPMG, 2008; Lee, 2010).  
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Yet, the data for this study revealed that within this overall sense of 
collaboration and partnership, there existed demarcations of roles and 
boundaries. Furthermore, although the relationship was characterized 
primarily as collaborative, there was an acknowledgement that the relating 
parties alternatively adopted stances of integration and separation depending 
on the situation. The head of CSR for a large multinational corporation in the 
service sector said: 
I would not say West only, but even in the East, far East…primarily, it‘s 
government plus civil society, on one side, and on the other side is 
corporates, i.e., outside India. In India, there‘s government, there‘s non-
government and there‘s corporate. So all these three things are floating 
simultaneously, but separately.  
This notion of floating simultaneously, but separately, appears to match 
the dialectic of integration-separation (Baxter & Montgomery, 1996). 
Adapting the interpersonal dialectic of integration-separation to organizations 
and the context of this study, it could mean that the integration pole of the 
dialectic appears to be the centripetal dominant force in the relationship 
amongst corporations, government and NGOs, but there exists strong 
possibilities for the separation pole of the dialectic to move to the center as 
and when the situation demands.  
The integration pole of the dialectic could be fore-grounded in the 
relationship when the corporations perceive the need to establish positive and 
amicable relationships with the government and NGOs, while the separation 
pole of the dialectic could take prominence when the corporations perceive the 
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need to distance themselves from assuming a larger role in the social space. 
For instance, the founder of a large service sector company asserted:  
The government has to create an efficient, transparent, fair and 
accountable platform to deliver basic services to the poor—i.e., 
education, nutrition, health & shelter. This is very important because at 
this point of time in India, the disposable income of the poor people is 
very low and it‘s not easy for the private sector to do this basic stuff at 
the scale where it‘s required. You may have a [name of another 
company‘s Foundation] but that impacts in a little way but it‘s not 
possible for any one of us to establish hundreds of thousands of schools. 
However, in this collaborative-integrative partnership, the role of 
government and non-governmental organizations should be questioned. Prieto-
Carron et al., (2006) cautioned that in India, given the pressures of 
globalization, there is the possibility that CSR could become an alternative to 
government systems when the state is unable to keep pace with globalization.  
Further, scholars have argued that pressure from civil society spurs CSR 
in India (Sethi, 1984; Sood & Arora, 2006; Sundar, 2000). However, the 
findings from this study suggested that while senior managers and leaders 
stressed the normative dual roles of NGOs in society, as an ombudsman 
keeping a watchful eye on corporate and governmental malpractices and as a 
delivery arm of government and corporate-led social initiatives, NGOs were 
not perceived to be the key driver of the CSR agenda. The findings indicated 
that the role of the NGOs was relegated to that of a partner in delivering 
corporate-sponsored social initiatives, with their dependence on corporate 
funds often stripping them of their moral authority to act as critical watchdogs. 
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Chahoud et al. (2007) came to a similar conclusion in their study. They found 
that although there are many NGOs in India they were not influential in 
shaping the CSR agenda.  
The corporate discourse on CSR in India appeared to suggest that 
corporations have co-opted the agents that are conventionally assigned to 
represent the underprivileged, appropriating to themselves the role of the 
aware, active benefactor who will listen to the voices of the marginalized and 
lead them into a modern world marked by mainstream notions of progress and 
prosperity. In such a context, it is imperative to be on the guard for signs of 
co-option triumphing over the more normative notions of cooperation, 
collaboration and integration. 
Analytic Category 4: The Enabler-Disabler Dialectic 
The three key enablers—institutionalization, commitment to operational 
excellence and fiduciary acumen—are typical of modern management‘s 
performance-based metanarratives and reflect modernist management 
principles of results-orientation, measurement, efficiency, effectiveness, 
rationalization, etc. The corporate discourse on CSR revealed that 
organizations and CSR practitioners leverage familiar, core modernist 
management principles that have been tried-and-tested in the field of business 
to deliver both economic and social objectives.  
On the other hand, scholars have questioned whether corporations such 
as mining companies that are often dominated by ‗hard science‘ specialists 
such as engineers are sufficiently equipped to address community 
development issues that often require softer social science skills (Bhushan, 
2005; Pierto-Carron et al., 2006). The data indicated that corporations tackled 
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this issue by hiring development specialists to spearhead and deliver 
community-oriented social work programmes.  
Nevertheless, the researcher questioned whether management principles 
that serve as enablers in delivering economic objectives transform into 
enablers or disablers in the social sector? Are social, developmental objectives 
amenable to modernist management principles? The researcher argues that 
social/community development objectives may be amenable to management 
principles as long as CSR efforts are directed at aspects of the social sector 
that are relatively higher up on the development ladder, and could respond to 
the principles of modern management such as education and urban 
employment. In the same vein, it probably makes CSR efforts directed at the 
most basic rungs of development such as food aid, often seen as a bottomless 
pit, and untenable with modern corporate practices. Thus, an enabler could 
hold within it the potential of turning into a disabler.  
This could be the reason why senior managers and leaders choose to 
distance themselves from delivering basic social objectives, clearly holding 
the government responsible for providing basic services. The discourse placed 
the blame on a lack of effective and mature government systems, making it 
clear that corporations could step in only where they could leverage their 
strengths—in areas such as education and employability, which are probably 
more amenable to management principles, matrices and measurement. 
Chahoud et al. (2007) also noted in their study that CSR projects often tend to 




Therefore, while espousing noble intentions of nation building through 
social development and community building in collaboration with the state 
and civil society, this notion of leveraging corporate strengths draws clear 
boundaries around the extent of corporate social responsibility. Corporations 
will engage with the social sector mostly in areas where they can deliver 
measurable, concrete results while distancing themselves from the truly 
marginalized, who may not yet be able or willing to tap into corporation-
sponsored, modernist notions of development. This modernist nature of the 
abode of CSR is also reflected in corporations‘ choice of focal areas for CSR 
activity—education and livelihoods.  Thus, an enabler-disabler dialectic can 
be identified in the corporate discourse on CSR. Figure 5.2 provides a 
summary of the six main dialectics identified in the corporate discourse on 
CSR in India.  
 




Analytic Category 5: CSR Communication 
The positive outcomes of CSR efforts, such as improved employee 
relations and good will of local communities, can be generated only through 
effective CSR communication (Dawkins, 2004; Du et al., 2010; 
Hoogheimstra, 2000; Manheim & Pratt, 1986; Porter & Kramer, 2006). 
However, there appeared to be a dichotomy in the discourse about CSR-based 
communicative practices and CSR-based publicity. 
Behavioral over Symbolic Relationships 
CSR communicative practices based on behaviors were seen to be 
ethical. On the other hand, corporate managers articulated intense wariness 
over the creation of images and symbols disproportionate to the underlying 
behavior. Indeed, Grunig (1993) highlighted the importance of simultaneously 
building a web of symbolic and behavioral relationships with relevant 
stakeholders. He cautioned that trying to build symbolic relationships through 
the use of symbols and imagery, in the absence of corresponding 
organizational behavior, would only lead to negative reputational 
consequences for the organization. 
The beliefs of CSR managers interviewed in this study appeared to 
reflect this argument, especially in the realm of relations with local 
communities. They seemed to acknowledge the need for deep engagement 
with local communities, foregrounding the building of behavioral relationships 
over symbolic. This included taking part in local festivals, responding to 
immediate specific needs of the villagers where the corporations had a 
presence, etc. The head of CSR for one of the largest service sector companies 
in India said: 
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At the community level there is a deep engagement with the community. 
We have a monthly parent-teacher meeting. One Saturday of every 
month there is some community activity. There is great involvement 
whenever there is a festival or celebration where local communities 
come in and participate.   
Furthermore, media and public relations were categorically kept out of 
the list of relevant stakeholders especially with reference to CSR work. The 
extreme wariness exhibited towards generating disproportionate returns from 
CSR communication was evident in the reduced role of the public relations 
function in publicizing CSR efforts. 
Marginalized Role of Public Relations in CSR Communication 
Corporate managers appeared to acknowledge that CSR communication 
is a very delicate matter, especially in the face of criticisms of exaggeration. 
While research advocate that corporations communicate their CSR efforts to 
stakeholders, the studies also caution that it is important to take cognizance of 
the skepticism CSR communication can generate when companies 
aggressively promote their CSR efforts (Dawkins, 2004; Du et al., 2010). 
Research has found that stakeholders are not unduly concerned about a 
corporation‘s motives for engaging in CSR, but that they are often 
disillusioned by, and are likely to respond negatively to, any marketing 
strategies that appear to be manipulative or deceptive (Forehand & Grier, 
2003).  
One of the strategies CSR managers employed to overcome stakeholder 
skepticism of CSR communication seemed to be a conscious separation of the 
fields of public relations and CSR. They appeared to equate the public 
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relations function with foregrounding the creation of symbolic relationships 
over behavioral. Indeed, research has found that any prior negative reputation 
of the public relations function has the potential to challenge the ethical 
practice of public relations (Holtzhausen & Voto, 2002), and this study 
appears to confirm that this is so in India too.  
The distancing of CSR communication from the public relations field 
could also reflect a general wariness of publicity—which is not surprising, 
given the Indian penchant for not blowing your own trumpet, especially when 
it comes to ‗good‘ endeavors (Lee, 2010). Research has also suggested that 
one way to minimize stakeholder skepticism to CSR communicative practices 
is to keep CSR communication factual, and to avoid giving the impression that 
the giver is singing its own praises (Du et al., 2010). 
Furthermore, the link between CSR work and corporate reputation was 
construed to be a recent phenomenon, driven by Western notions of leveraging 
CSR for reputational benefits. The corporate discourse on CSR distanced it 
from the construct of reputation, foregrounding the long history and heritage 
of social responsibility in the country that originated much before constructs 
of reputation became fashionable in the corporate sector. This belief also ties 
in with the relative neglect of mass media in CSR communication that is 
typically relied on to generate positive reputations for corporations from their 
CSR practices (Zhang & Swanson, 2006). 
However, this tendency to shun general publicity and focus on audience-
driven communicative and behavioral engagement could also have its pitfalls. 
Research has shown that there is likely to be a trade-off between the 
controllability and credibility of CSR communication. Typically, corporations 
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have more control over corporate sources of communication such as websites 
and corporate reports than over non-controlled or relatively less controlled 
channels, such as mass media. However, the less controllable the 
communicator is, the more credible it is, and vice versa. Therefore, CSR 
communication disseminated through corporate sources has the potential to 
trigger more skepticism and to hold less credibility than non-corporate sources 
such as newspapers and third-party reports because individuals are often more 
critical of messages from sources they perceive to be biased or self-interested 
(Du et al., 2010). Similarly, Yoon, Gurhan-Canli, and Schwarz (2006) and 
Simmons and Becker-Olsen (2006) found that consumers reacted more 
positively to a company‘s CSR activities when they learned about its CSR 
activities from a neutral third-party source than from a corporate source. 
Therefore, relying mostly on corporate sources for disseminating CSR 
communication could be a potentially hazardous situation unless, of course, 
corporations have high source credibility in the Indian context. 
While the discourse appeared to shun CSR-based publicity targeted at 
the media and general public, practitioners expressed the value of 
communicating CSR initiatives to primary stakeholders—identified in this 
study as donors, government and employees for corporations in the service 
sector; and local communities for manufacturing sector companies.  
Audience-driven Communicative Practices  
CSR practitioners appeared to adopt audience-driven CSR 
communicative practices, tailored to the specific needs of intended audiences; 
and appeared to shun publicity generated through mass media. Opinion-leader 
audiences such as government and NGOs were engaged through personal 
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dialogues, seminars and reports, while corporations seemed to rely on building 
behavioral relationships with local communities.  
Du et al. (2010) argued that one of the factors that affect the 
effectiveness of CSR communication is stakeholder type. Dawkins (2004) 
grouped various stakeholders into two main types—opinion-leader audiences 
such as NGOs and government, and the general public such as consumers and 
local communities—and discussed the implications of the differences of these 
stakeholders groups for CSR communication. According to the study, opinion-
leader audiences are more likely to proactively seek out CSR information 
about a company, and to use the company‘s CSR report to get a 
comprehensive picture of its CSR record. This focus on audience-centered 
CSR communication could also explain other research findings that Indian 
corporations do not leverage the potential of the web with regard to CSR 
communication (e.g., Chaudhri & Wang, 2007), perhaps because, from their 
perspective,  that may not be the best way to reach out to their primary 
stakeholders.  
Analytic Category 6: CSR and Internal Relationships 
The legal and ethical dimensions of CSR emerged as the most 
significant and important factors in forging employee-employer relationships, 
especially with regard to trust, commitment and satisfaction. This finding 
appears to validate May‘s (2008) conceptual argument that the ethical 
engagement of employees should be one of the key focus areas in building the 
CSR agenda of organizations. This finding is also supported by previous 
research, which found ethical-legal CSR to be the most significant predictor of 
commitment (Peterson, 2004; Tuffrey, 2003) and satisfaction (Valentine & 
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Fleischman, 2008). This suggests a disconnect between managerial and 
employee perceptions on the linkages between CSR awareness and the 
employee-organization relationship.  
The in-depth interviews revealed that managers conceptualized CSR as 
societal/local community relations, and perceived that a key benefit of 
undertaking such activities is that it helps to maintain and strengthen the 
company‘s relationships with employees. However, employees appeared to 
hold a different point of view. The survey data showed that employees valued 
the legal and ethical aspects of CSR—both pre-dominantly internal factors—
as the most significant and important aspects of CSR that could potentially 
influence their trust in, commitment to, and satisfaction with their employing 
organization. 
Having said that, the importance of being socially responsible to external 
publics is not completely lost on employees. The societal dimension of CSR 
practices also emerged as a significant and important factor, strongly related to 
its control mutuality. This could be due to two reasons. First, the societal 
dimension of CSR could be seen as the ‗discretionary‘ aspect of being socially 
responsible, as something corporations are not mandated to do, but 
nevertheless choose to engage in, over and beyond the boundaries of legal, 
ethical and economic responsibilities. Therefore, employees may perceive that 
a company that goes beyond the call of duty in societal relations would likely 
act similarly in its relationships with employees. Second, the two companies 
surveyed already had in place an active employee-volunteering programme 
that attracted relatively high levels of participation. Employees are encouraged 
to join the management in their social initiatives. This could instill a sense of 
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collaboration and the feeling that employee opinions and inputs are taken into 
consideration in planning and implementing the company‘s CSR strategies. In 
turn, this could lead to enhanced perceptions of control mutuality.  
Another interesting finding was that economic CSR was the least 
important of the four relationship outcomes.  This could be due to two factors. 
First, economic CSR, or ensuring the long-term profitability of a corporation, 
could be seen as a basic factor in the employee-employer relationship; i.e., it is 
important as an essential prerequisite, but does not contribute much to 
strengthening the relationship. Second, this finding could be reflective of the 
industry in which the survey was carried out. The information technology 
industry has been at the vanguard of India‘s economic growth in the past 
decade or so and has managed to withstand recessionary trends in the 
economy (www.eiu.com, India country forecast, 2010). Hence, the influence 
of economic CSR may not have been perceived to be important, considering 
the relatively robust and young history of the IT industry in India. But this 
could change over time as the industry matures and faces more economic 
turmoil. 
A Synthesis of the Six Analytic Categories 
In summary, the corporate conceptualization of CSR in India appears to 
reveal a delicate interplay of multiple dialectical tensions. In this section, the 
researcher would like to integrate some of these tensions that have been 
identified into a more integrated whole. There appears to be five common 
threads running throughout the discussion: (1) the dharma-based driver of 
CSR in India that straddles duty-based and consequences-based motives;  (2) 
the concept of symbiotic CSR acknowledging the long term co-existence of 
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multiple ecosystems and emphasizing mutual benefit; (3) the concept of a 
shared social responsibility built upon collaborative partnerships amongst 
business, government and NGOs within the integration-separation dialectic; 
(4) the divergence of the CSR and PR domains in terms of practitioner roles 
and adoption of communicative practices; and (5) the dichotomy between how 
managers and employees perceive the relational influence of CSR practices 
and the  importance of ethical and legal engagement of employees within the 
context of CSR. These common threads are discussed below. 
The Dharma-based Driver of CSR in India  
First, a common thread could be identified in the meanings imputed to 
CSR and the key drivers of CSR. The primary dialectical meanings of CSR 
included a conceptualization of CSR as straddling nation building on the one 
hand, and inclusive growth on the other, expressed through caring models of 
CSR on the one hand, and business benefits model of CSR on the other. 
 The key drivers of CSR included a duty-bound moral consciousness on 
the one hand, and consequences-based benefits to business and society on the 
other. One common thread that appears to run through these tensions could be 
the juxtaposition of idealistic notions of nation building driven by a higher 
sense of duty, with more pragmatic ideas of inclusive growth driven by the 
business case for CSR. 
 However, these apparently opposing notions do not exist in an ―either-
or‖ sense of conflict, but exist comfortably in a ―both-and‖ dialectical sense. 
The researcher proposed that this ―both-and‖ nature of simultaneous co-
existence of apparently opposing notions may have been ensconced within the 
umbrella of the pluralistic notion of dharma. Although it was not the focus of 
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this study, future research could explore these dialectics in the context of the 
principles of dharma that appear to straddle both duty-bound and 
consequences-based perspectives of what it means to ―be good.‖ 
Further, these tensions appeared to be firmly entrenched and situated 
within social, cultural, economic and political contexts. The dialectical 
interplay among these apparently opposing forces could probably be explained 
through an analysis of the social, cultural, economic and political contexts in 
which they are situated, especially by examining the simultaneous influences 
of traditions and forces of globalization.  
The Concept of Symbiotic CSR  
Second, an acknowledgement of the interconnectedness and long-term 
co-existence of organizations and publics, coupled with a duty-bound moral 
consciousness that appears to foreground benefits to society, and neo-liberal 
motives of wealth creation that appears to foreground benefits to business, can 
probably be termed symbiotic CSR. The notion of symbiotic CSR 
problematizes the dichotomous distinction between strategic and altruistic 
CSR proposed by Lantos (2001).  Although the term strategic CSR is 
technically defined as CSR activities that generate mutual benefit to both a 
corporation and its publics, the concept has largely come to imply benefits to 
the corporation (Capelli et al., 2010), with benefits to publics following as a 
desirable afterthought.  
On the contrary, the concept of symbiotic CSR attempts to correct this 
imbalance by acknowledging the interdependence of organizations and 
publics, recognizing that both need to co-exist peacefully for the long term 
survival of the entire system comprising both organizational and societal 
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systems. Furthermore, symbiotic CSR, driven by a sense of dharma that 
straddles both duty-based and consequences-based motives, focuses on the 
well being of both interacting parties.  
Symbiotic CSR is distinct from altruistic CSR in that while altruistic 
CSR is based on a Kantian sense of ethics that frowns upon any form of 
reward or return to business derived from its socially responsible activities 
(L‘Etang, 1994), symbiotic CSR does not view such rewards from being 
socially responsible as problematic. A possible expression of symbiotic CSR 
is thus proposed: Symbiotic CSR refers to CSR thinking and practice that 
acknowledges the interconnectedness and long term co-existence of 
organizations and publics; is driven by the notion of dharma that encompasses 
a sense of duty-bound moral consciousness and a desire for business benefits 
and that which focuses on generating benefits for both the interacting parties.  
CSR as Shared Social Responsibility 
Third, a common thread can be identified from the multifaceted 
discussion on CSR implementation. The main dialectical force in 
implementation appeared to be the integration-separation dialectic, in which 
notions of collaboration and partnership among business, government and 
NGOs were simultaneously qualified by notions of separation in demarcating 
the primary and secondary responsibilities for delivering social objectives. 
This sense of division of responsibilities appeared to be further strengthened 
by what the corporations considered as their key enablers in CSR 
implementation—a focus on operational excellence and keen fiduciary 
acumen. The researcher argued that these enablers/strengths of the corporation 
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could effectively also stop them from engaging with social objectives that are 
not amenable to measurement and evaluation.  
Therefore, this notion of enablers as disablers in conjunction with the 
integration-separation dialectic appeared to simultaneously position 
corporations, government and NGOs in a floating parade—together, yet 
separate. The researcher argues that this notion of a together, yet separate 
relationship among business, government and NGOs could be used to 
reinterpret and turn the concept of CSR from corporate social responsibility, to 
what can be termed ―shared social responsibility.‖  
A possible articulation of shared social responsibility is offered: 
Government, corporate sector and civil society jointly collaborate within 
simultaneously blurred and demarcated boundaries of responsibility to deliver 
what can be termed shared social responsibility, mostly when economies are 
characterized: by (a) a dualistic  juxtaposition of poverty and prosperity; (b) 
government systems that are relatively ineffective in delivering social 
objectives; and  (c) a corporate sector that not only brings in comparative 
advantage in operational ability, but is also driven by a sense of duty and/or 
benefits to aid in delivery of social objectives through intense engagement 
with relevant social issues faced by marginalized publics. 
CSR Practitioner as the Postmodern Public Relations Practitioner 
Fourth, the corporate discourse on CSR in India revealed that the 
boundary spanning CSR practitioner in the Indian context appears to have 
approximated the vision of the postmodern PR practitioner that Holtzhausen 
(2000, 2002) envisioned. The boundary spanning CSR practitioner appears to 
be both an organizational activist and agent, simultaneously representing the 
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interests of the marginalized publics and that of the corporation. The boundary 
spanning practitioner appears to be at the forefront of CSR initiatives by 
tapping on specialized skills to simultaneously represent the organization and 
to foreground the voices of multiple publics in management discourse; to use 
bio-power and resist dominant organizational narratives when they appear 
unjust to marginalized publics; to form micro-alliances with other departments 
within the corporation so as to exert more influence in organizational decision 
making; and to situate decision-making within immediate local contexts.  
However, the boundary spanning role as an organizational activist and 
agent has been taken over, not by the PR practitioner, but by the specialized 
CSR practitioner while the PR function has been actively kept away from the 
CSR domain largely due to its prior negative reputation for foregrounding the 
building of symbolic relationships over behavioral. Interaction between CSR 
and public relations/communication functions has been restricted to the 
drafting of communication materials and collaterals, which marginalizes the 
role of a public relations practitioner to that of a communication technician.  
Consequently, although Holtzhausen‘s (2000, 2002) conceptualization 
of the public relations practitioner as an organizational activist appears to be 
borne out by that of the CSR practitioner‘s role there also appears to be a 
divergence of the public relations and CSR roles as boundary spanners in the 
CSR space in India. 
Managers’ and Employees’ Perceptions of Relational Influence of CSR  
Fifth, there appears to be a disconnect in managers‘ and employees‘ 
perceptions of the contribution of CSR in forging internal relationships. 
Employees clearly fore-grounded the legal and ethical dimensions of CSR in 
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engendering the relationship outcomes of trust, commitment and satisfaction, 
despite the organizations‘ perceptions of the impact of external CSR on 
employee relationships. 
In short, the analysis and discussion of the findings can be summed up in 
these five common threads of thought: (1) The dharma-based driver of CSR in 
India straddles duty-based and consequences-based motives;  (2) The concept 
of Symbiotic CSR acknowledges the long term co-existence of multiple 
ecosystems, driven by the concept of dharma and emphasizing mutual benefit; 
(3) The concept of shared social responsibility built upon collaborative 
partnerships amongst business, government and NGOs within the integration-
separation dialectic; (4) The divergence of the CSR and public relations fields 
in terms of practitioner roles and adoption of communicative practices;  and 







This study aimed to create a holistic understanding of the phenomenon 
of CSR as constructed in non-Euro/American contexts, specifically in an 
emerging Asian nation, India through (a) a macro focus that aimed to 
understand and critique corporate discourse on the conceptualizations, 
perceptions, practices and communication of CSR and (b) a micro focus that 
aimed to examine whether the business-case-for-CSR that appears to have 
won in the marketplace of ideas in the West holds true in a non-Western 
context as well; specifically by exploring associations between awareness of 
CSR practices and employee relations.  
The findings presented in Chapter Four have largely fulfilled these 
research purposes. First, this study has generated rich, contextual data that 
could enhance understanding of the phenomenon of CSR from the perspective 
of business leaders and executives of corporations in an important emerging 
economy, India. Second, this study has examined corporate discourse on CSR 
in India and identified key dialectical tensions, contradictions and oppositional 
forces in the corporate discourse and has proposed concepts such as shared 
social responsibility and symbiotic CSR that could enhance understanding of 
the corporate conceptualizations of CSR in India. Third, this study has added 
to the growing body of knowledge on CSR in Asia. Fourth, it has made a 
modest contribution to reduce the existing Euro-American slant of CSR 
theorizing. Fifth, this research has attempted to construct a holistic 
understanding of the phenomenon of CSR in India by not only understanding 
corporate discourse on CSR in India and identifying key dialectics in the 
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discourse but also by examining from the perspective of an important 
stakeholder group the associations between the practice of CSR and 
organizational outcomes. Sixth, this study has augmented the emerging body 
of knowledge on the linkages between CSR practices and relationship 
outcomes. Seventh, this study has examined these associations from the 
perspective of one of the most important but highly under-researched 
stakeholder groups, employees. Eighth, the findings from this study suggest 
that the business case for CSR is relevant in a non-Western context as well. 
Finally, this study has produced empirical evidence for practitioners of 
domestic and multinational companies in understanding conceptualizations, 
practices and communication of CSR in India.  
Whereas the findings chapter included a multitude of elements, the 
discussion section in Chapter Five focused on the most relevant and important 
issues generated from the research. The discussion chapter probed the findings 
and integrated the deeper meanings of the results with the researcher‘s own 
perspectives and understandings as well as the extant body of scholarship.  
This final chapter is both a swansong of the dissertation and the 
beginning of new voyages of learning and discovery. In this chapter, the 
researcher will connect the remaining threads of the research, specifically in 
addressing the implications for theory and practice; limitations of this study; 
formulate suggestions for future research; and pause for a final reflection on 
the study.  
Implications for Theory 
The implications of the findings from this study straddle multiple 
research questions and address six main areas: (a) the normative postmodern 
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conceptualization of the PR practitioner as organizational activist; (b) the 
concept of symbiotic CSR that problematizes the dualistic notions of strategic 
and altruistic CSR; (c) the notion of shared social responsibility that 
challenges the pre-eminence of corporations in ‗corporate‘ social 
responsibility; (d) the emphasis on creating and maintaining behavioral 
relationships over symbolic; and (e) the empirical validation of the ethical and 
legal engagement of employees before embarking on social engagement. 
Following is a discussion of each of these implications for theory. This 
discussion is followed by implications for practice; limitations of the research; 
suggestions for future research; and a final reflection on the study. 
The Role of Public Relations Practitioner as Organizational Activist  
The research findings appear to have empirically validated the 
postmodern conceptualization of the public relations practitioner, albeit with a 
change of persona from the public relations practitioner to the specialized CSR 
practitioner. The findings reveal a portrait of the postmodern boundary 
spanner as both an organizational activist and an agent, especially with regard 
to community relations. One of the implications of this finding is that the 
normative conceptualization of the public relations practitioner is well suited 
to encouraging an organization to be socially responsible.  However, the 
findings suggest that the specialized CSR practitioner is not always a public 
relations practitioner per se, but often a developmental expert or a senior 
manager from another functional department. Therefore, it may be worthwhile 
to further reflect upon the real life roles of the public relations practitioner that 
appears to be far removed from notions of promoting social responsibility and 
of doing ―good.‖   
250 
 
Concept of Symbiotic CSR Problematizes Dualistic Notions of Strategic 
and Altruistic CSR 
The concept of symbiotic CSR that recognizes the interconnectedness of 
organizations and publics in society and is driven by the notion of dharma that 
encompasses both duty-bound and consequences-based drivers of 
CSR problematizes the dualistic notions of strategic and altruistic CSR. This 
could have two main implications for theory. First, current theorizing tends to 
separate social actors into discrete units called publics, without paying 
sufficient attention to the underlying interconnectedness of all the actors in a 
given social context. Future theorizing could interrogate this notion of discrete 
publics with clearly demarcated boundaries of existence.  Second, the concept 
of dharma, which simultaneously encompasses a notion of duty and of 
consequences, directly questions the polarized concepts of strategic and 
altruistic CSR and offers a way forward in conceptualizing a version of CSR 
that is truly pluralistic and straddles both moral consciousness and benefits to 
business and society. 
Notion of Shared Social Responsibility Shifts Attention to 
Interconnectedness of Multiple Social Actors 
The concept of CSR as shared social responsibility portrays the notion of 
―corporate‖ social responsibility as a rather narrow conceptualization that 
often ignores the interconnectedness of corporations to other actors in social 
life. It challenges the pre-eminence of corporations in delivering social 
objectives. Linked to the concept of symbiotic CSR that recognizes the 
interconnectedness of multiple social actors, the notion of shared social 
responsibility implies that corporations are not isolated nodes of power.  
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On the contrary, they exist in an interrelated network of social actors 
including government, NGOs and people who can simultaneously represent 
various stakeholder groups such as employees, local communities, customers, 
etc. The notion of shared social responsibility draws boundaries for CSR and 
positions corporations only as one, albeit an important, social actor within a 
network of actors that has to work in an ecology of collaboration before it can 
even begin to deliver large-scale social objectives.  
Expand CSR Theorizing to Include Symbolic and Behavioral 
Relationships  
The results of this study empirically validated the importance of 
foregrounding creation and maintenance of behavioral relationships over 
symbolic ones.  Specifically, corporate discourse on CSR revealed a deep-
seated wariness of creating symbolic relationships without regard for its 
corresponding behaviors or actions. Again, this can be traced to social and 
cultural influences.  
However, a large portion of current CSR theorizing in the fields of 
public relations and organizational communication are focused on examining 
symbolic communicative practices in CSR. While this focus is important, the 
findings of this study call for increased attention to analyzing the underlying 
practices of CSR that inform the creation of symbolic relationships. Therefore, 
public relations theorizing on CSR have to also examine the creation and 
maintenance of both symbolic and behavioral relationships through the 





Focus on Relational Influence of Separate Dimensions of CSR Practice 
The finding that an awareness of CSR practice is significantly related to 
relational outcomes of trust, satisfaction, control mutuality and commitment 
between employees and their organizations indicates empirical validation of 
the conceptual argument that the practice and communication of CSR may 
result in relational benefits for both organizations and publics. More 
importantly, the research has demonstrated that not all dimensions of CSR 
practice have equally significant relationships with relational outcomes of 
trust, commitment, control mutuality and satisfaction. Of all the dimensions of 
CSR practice, awareness of ethical and legal dimensions of CSR is most 
significantly related to relational outcomes. An important implication of this 
finding could be the need to focus on examining the influences of different 
dimensions of CSR as an independent variable on various dependent variables 
such as trust, commitment and satisfaction, so as to tease out more fine-tuned 
understandings of the relationships between CSR practices and other variables 
relevant to research on CSR and stakeholders. 
Implications for Practice 
Implications of the findings for practice address six main areas: (a) 
choice of a suitable CSR practitioner; (b) the notion of shared social 
responsibility and the need to adopt a collaborative stance; (c) practices in 
CSR communication; (d) and an emphasis on the ethical and legal dimensions 
of CSR in employee relationships. Following is a discussion of each of these 





Choice of a Suitable CSR Practitioner 
Corporations should expend great care and thought in choosing a 
suitable CSR practitioner. Findings from this study indicate that practitioners 
who can simultaneously adopt the role of a postmodern organizational activist 
and agent appear to be effective candidates in managing and delivering CSR 
initiatives in India. Often, it appeared that corporations select development 
professionals or senior managers with general business expertise to lead the 
CSR initiatives, while specialists in social work were chosen as junior and 
middle-level practitioners.  
Irrespective of the qualifications, the postmodern CSR practitioner 
appears to act as a boundary spanner by balancing the interests of the 
organization and its human and natural environments. As an organizational 
activist, the CSR practitioner engages with multiple, diverse voices of the 
marginalized and interjects these voices into management discourse to 
influence management thinking and subsequently the CSR agenda of the 
corporation.  
As an organizational activist, the postmodern CSR practitioner also 
displays a keen awareness of local contexts and situates decision-making in 
the particularities of immediate contexts and not according to universal 
notions of ethics. The CSR practitioner identifies tensors in the relationship 
between the corporation and its publics and stays open to negotiating new 
meanings through dissensus. On the other hand, the postmodern CSR 
practitioner is also an organizational agent who attempts to influence public 
thinking and expectations that also meet the needs of the corporation. 
254 
 
Shared Social Responsibility and the Need to Adopt a Collaborative 
Stance 
The notion of shared social responsibility, proposed based on the 
findings of this study, refers to the idea that a corporation‘s social 
responsibility is not separate or isolated from other key actors in the social 
space. Government and non-governmental organizations are perceived to be 
partners within the same social space. Hence, adopting a collaborative stance 
with a consciousness of role boundaries for each key actor may be more 
appropriate in partnering with the government and NGOs instead of taking on 
a confrontationist position. Practitioners may regard the adoption of a 
collaborative stance as a challenge because of perceptions about the 
government‘s potential inclination towards corruption and ineffectiveness. 
However difficult or challenging it may be, adopting a collaborative stance 
could be imperative in ensuring that the best creative CSR strategies and 
tactics work in the Indian context.  
Practices in CSR Communication 
The research revealed three main findings that have implications for the 
practice of CSR communication. First, within the context of CSR practices, 
behavioral relationships are fore-grounded over the symbolic. Corporate 
discourse on CSR communication indicated a deep-seated wariness toward 
foregrounding symbols and images over behavior. Furthermore, while 
building relationships with organizational stakeholders, practitioners have 
often communicated symbols of CSR not backed by substance, a practice that 
has been labeled ―window dressing‖ and ―green-washing‖ (May, 2008, p.370). 
Accordingly, in India it may be worthwhile not to rush aggressively into 
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symbolic communication without first ensuring that the corresponding 
supportive behaviors are in place, and to focus on behavioral engagement, 
especially with local communities in and around a corporation‘s sites of 
operation.  
Second, the sense of guardedness exhibited towards generating 
disproportionate returns from CSR communication was evident in the reduced 
role of the public relations function in publicizing CSR efforts. An implication 
of this finding for practice could be that public relations and corporate 
communications should adopt a supporting role in the practice of CSR.  
Third, even though the discourse appeared to shun CSR-based 
publicity targeted at the media and general public, practitioners appeared to 
appreciate the value in communicating CSR initiatives to primary 
stakeholders. Therefore, practitioners could adopt audience-driven 
communicative strategies that customize communication to the needs of 
specific primary stakeholders.  
Emphasize Ethical and Legal Dimensions of CSR in Employee 
Relationships 
The finding that employees value ethical and legal dimensions of CSR 
over any other dimension is important for practitioners who manage CSR 
efforts and nurture relationships with internal stakeholders in India. An 
important implication is that practitioners can underscore the ethical and legal 
behavior of the organization in their relationship-management efforts with 
employees, integrating aspects of transparency, full disclosure, accountability 
and fairness into CSR policymaking, programme creation, implementation and 
communication—in essence, merging symbols with substance. This 
256 
 
customization of CSR to the needs of internal stakeholders could significantly 
contribute to strengthening the relationship between employees and the 
organization and that, in turn, could engender other returns such as increased 
employee loyalty. The end result of this strategy would be to build long-term 
mutually beneficial relationships between the organization and its employee 
stakeholders.  Moreover, what is important to the employee stakeholder group 
may safely be presumed to be important to prospective employees as well. 
Thus, practitioners can highlight the ethical-legal dimension in their 
recruitment-related communication campaigns to appeal to potential 
employees.   
To summarize, some of the implications of this research for practice 
include an acknowledgement of local environmental contexts on the practice 
and communication of CSR; establishing the criteria for choosing a suitable 
postmodern CSR practitioner; the notion of shared social responsibility and 
the need to adopt a collaborative stance; the need to foreground behavioral 
over symbolic relationships; and the utility of relegating the roles of public 
relations and corporate communication as secondary to CSR practice; 
audience-driven communicative practices; and an emphasis on the ethical and 
legal dimensions of CSR in strengthening employee relationships. The next 
section will discuss limitations of this study and offer suggestions for further 
research. 
Limitations and Future Research 
The researcher identified six major limitations of this study and has 
offered suggestions for future research linked to each of these limitations. 
First, this study explored the perceptions of only one interpretive 
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community—that of senior managers and leaders of corporations in India that 
are known to be socially responsible. Although founders and top management 
set the CSR agenda in India, the perceptions of other key actors, such as 
government and NGOs, could be different from those of corporations; and 
therefore, future research could expand the picture by exploring the 
perceptions of CSR practice and communication from the perspective of 
government and NGOs. 
Second, companies in the public sector have played an important role in 
meeting the social objectives in India. However, there were only a handful of 
public sector companies in the sampling frame and of these, the interviewer 
could gain access only to one. Therefore, future research could focus on an 
investigation of CSR as conceptualized, practiced and communicated by the 
public sector, so as to identify similarities and differences between public and 
private sectors. 
Third, data indicated that corporations, in which the founder/s continued 
to play an influential role in the corporation, appeared most committed to the 
CSR agenda. Future research could follow up on this finding and explore the 
relationship between the role of founder/s and the corporation‘s commitment 
to being socially responsible.   
Fourth, the notions of symbiotic CSR and a shared social responsibility 
were proposed based on this study, which was carried out in the context of a 
developing nation. However, these concepts could also be present elsewhere, 
such as contexts that are marked by social disparities within developed 
nations.  Therefore, research could examine symbiotic CSR and shared social 
responsibility in other contexts.  
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Fifth, research has identified models of CSR generated primarily in the 
Euro-American contexts.  Emerging research has identified the influence of 
Confucianism on notions of CSR in East Asian contexts along with the 
influence of notions of dharma and karma in the Indian context. Research 
could explore whether notions of karma and dharma extend beyond India to 
other South Asian contexts that have been influenced by the tenets of Eastern 
philosophies such as Hinduism and Buddhism. Research could also examine 
the notions of CSR prevalent in the areas of Indo-China that may have been 
subject to the cultural confluence of multiple Eastern philosophies including 
Hinduism, Buddhism and Confucianism. These research efforts would help to 
create a more complete picture of CSR in multiple contexts across the world.  
Sixth, this study examined employees‘ perceptions on the relational 
influence of awareness of CSR practices through a quantitative study. A richer 
exploration of perceptions can also be done through a qualitative study. 
However, due to the high possibility of contamination of the data by social 
desirability bias, it may be more appropriate to conduct a study of employees 
not just from one organization, but from across several organizations.  
Concluding Remarks 
This study has provided a holistic understanding of the concept of CSR 
as constructed in non-Euro/American contexts of research and practice, 
specifically in an emerging Asian nation, India. This research achieved this 
understanding through combining a) a  macro focus that aimed to understand 
and critique corporate discourse on the conceptualizations, perceptions, 
practices and communication of CSR in India with b) a micro focus that aimed 
to further examine whether the business-case-for-CSR that appears to have 
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won in the marketplace of ideas in the West holds true in a non-Western 
context as well; specifically by exploring associations between awareness of 
CSR practices and employee relations. 
This research has generated rich, original material on CSR in India, 
obtained through rigorously and carefully conducted fieldwork with eminent 
corporate leaders and executives in India who define thought leadership. The 
researcher elicited rare, lengthy and satisfying insights from in-depth 
qualitative elite interviews and generated substantial significant findings from 
the survey with employees of two of the largest private sector companies in 
India. The key findings of this study validate some of the existing theoretical 
constructs underpinning extant CSR and public relations research and practice. 
However, most importantly, this original research throws new light on 
conceptualizations, perceptions, practices and communication of CSR in an 
Indian context. These variant perspectives have multiple ramifications for 
CSR research and practice. First, these divergent perspectives challenge 
mainstream global understandings of CSR as conceptualized in predominantly 
Euro-American traditions of research and practice. Second, these rich, 
contextual research findings not only enhance understanding of CSR in India 
but also by extension enhance understanding of how developing countries deal 
with CSR. Third, this study has augmented the budding body of knowledge on 
CSR in Asia. Fourth, this study has provided a firm ground for future research 
that could possibly revalidate the research findings in other Asian contexts, 
providing an Asian/Eastern perspective of CSR, with multihued similarities 
and differences compared to the currently dominant Western perspectives of 




Aguilera, R. V., Rupp, D. E., Williams, C. A., & Ganapathi, J. (2007). Putting 
the S back in corporate social responsibility: A multilevel theory of 
social change in organizations. Academy of Management Review, 32(3), 
836-63.  
Albinger, H. S., & Freeman, S. J. (2000). Corporate social performance and 
attractiveness as an employer to different job seeking populations. 
Journal of Business Ethics, 28(3), 243-53.  
Arora, A., & Bagde, S. (2006). The Indian software industry: The human 
capital story. Retrieved from http://ssrn.com/abstract=964465 
Arora, B., & Puranik, R. (2004). A review of corporate social responsibility in 
India, Development, 47(3), 93-100. 
Assocham-KPMG. (2008). Corporate social responsibility: Towards a 
sustainable future. Retrieved from 
http://www.in.kpmg.com/pdf/CSR_Whitepaper.pdf  
Aupperle, K. E., Carroll, A. B., & Hatfield, J. D. (1985). An empirical 
examination of the relationship between corporate social responsibility 
and profitability. Academy of Management Journal, 28(2), 446-63. 
Babbie, E. (2001). The practice of social research (8
th
 ed.). New York, NY: 
Wadsworth Publishing.  
Babbie, E. (2004). The practice of social research (10
th
 ed.). Belmont, CA: 
Thomson/Wadsworth.   
Balasubramaniam, N.K., Kimber, D., & Siemensma, F. (2005). Emerging 
opportunities or traditions reinforced? An analysis of the attitude 
261 
 
towards CSR and trends of thinking about CSR in India, Journal of 
Corporate Citizenship, 17 (2), 79-92. 
Bardhan, N. (2003). Rupturing public relations metanarratives: The example 
of India. Journal of Public Relations Research, 15(3), 225-248.  
Bartlett, J. E., Kotrlik, J. W., & Higgins, C. C. (2001).  Organizational 
research: Determining appropriate sample size in survey research. 
Information Technology, Learning, and Performance Journal, 19(1), 43-
50. 
Baxter, L. A. (2009). Dialectical processes.  Encyclopedia of Human 
Relationships. SAGE Publications. Retrieved from http://www.sage-
ereference.com.libproxy1.nus.edu.sg/humanrelationships/Article_n135.h
tml. 
Baxter, L. A., & Braithwaite, D. O.  (2007). Social dialectics: The 
contradictions of relating.  In B.B. Whaley & W. Samter (Eds.), 
Explaining communication: Contemporary theories and exemplars 
(pp.275-292). Mahwah, NJ: Lawrence Erlbaum Associates.  
Baxter, L. A., & Montgomery, B. M. (1996). Relating: Dialogues and 
dialectics. New York, NY: The Guildford Press. 
Becker, H. (1998). Tricks of the trade. Chicago, IL: University of Chicago 
Press. 
Becker-Olsen, K. L., Cudmore, B. A., & Hill, R. P. (2006). The impact of 
perceived corporate social responsibility on consumer behaviour. 
Journal of Business Research, 59(1), 46-53.  
Bendell, J., & Cohen, J. (2006). Who‘s leading Hu? Journal of Corporate 
Citizenship, 24(4), 3-7. 
262 
 
Berg, B. L. (2004). Qualitative research methods (5
th
 ed.). Boston, MA: Allyn 
& Bacon.   
Berger, B. K. (2005). Power over, power with, and power to relations: Critical 
reflections on public relations, the dominant coalition, and activism. 
Journal of Public Relations Research, 17(1), 5–28. 
Berger, I. E., Cunningham, P. H., & Drumwright, M. E. (2007). 
Mainstreaming corporate social responsibility: Developing markets for 
virtue. California Management Review, 49(4), 132-57. 
Berkley, R. A., & Watson, G. (2009). The employer–employee relationship as 
a building block for ethics and corporate social responsibility. Employee 
Responsibilities and Rights Journal, 21(4), 275-277.  
Bhattacharya, C. B., Korschun, D., & Sen, S. (2009). Strengthening 
stakeholder-company relationships through mutually beneficial 
corporate social responsibility initiatives. Journal of Business Ethics, 85 
(Supplement 2), 257-72.  
Bhattacharya, C. B., Sen, S., & Korschun, D. (2008). Using corporate social 
responsibility to win the war for talent. MIT Sloan Management Review,  
49(2), 37-44.  
Bhushan, C. (2005, September). Presentation at the Strategic Planning 
Workshop, Copenhagen Business School, Copenhagen. Retrieved from 
http://bdsnetwork.cbs.dk/publications/ChandraBhushan.pdf 
Birch, D., & Moon, J. (2004). Introduction: Corporate social responsibility in 
Asia. Journal of Corporate Citizenship, 13, 18-23. 
263 
 
Birth, G., Illia, L., Lurati, F., & Zamparini, A. (2008). Communicating CSR: 
Practices among Switzerland‘s top 300 companies. Corporate 
Communications: An International Journal, 13(2), 182-96. 
Blaikie, N. (2000). Designing social research (2
nd
 ed.). Cambridge, UK: Polity 
Press.  
Bloomberg, L. D., & Volpe, M. (2008). Completing your qualitative 
dissertation: A roadmap from beginning to end. Thousand Oaks, CA: 
Sage Publications Inc. 
Blowfield, M. (2004). Implementation deficits of ethical trade systems: 
Lessons from the Indonesian cocoa and timber industries. Journal of 
Corporate Citizenship, 13(2), 77-90. 
Blumer, H. (1954). What is wrong with social theory? American Sociological 
Review, 19(1), 3-10. 
Bogdan, R. C., & Biklen, S. K. (1998). Qualitative research for education: An 
introduction to theory and methods. Boston, MA: Allyn & Bacon. 
Bowen, H. R. (1953). Social responsibilities of the businessman. New York, 
NY: Harper & Row. 
Brammer, S., Millington, A., & Rayton, B. (2007). The contribution of 
corporate social responsibility to organizational commitment. 
International Journal of Human Resource Management, 18(10), 1701-
1719.  
Breen, M. (2007). Business, society and impact on indigenous peoples. In S. 
May, G. Cheney, & J. Roper (Eds.). The debate over corporate social 
responsibility (pp. 292-304). New York: Oxford University Press. 
264 
 
Bronn, P. S., & Vrioni, A. B. (2001). Corporate social responsibility and 
cause-related marketing: An overview. International Journal of 
Advertising, 20(2), 207-22. 
Broom, G. M., Casey, S., & Ritchey, J. (1997). Toward a concept and theory 
of organization-public relationships. Journal of Public Relations 
Research, 9(2), 83-98. 
Broom, G. M., Casey, S., & Ritchey, J. (2000). Concept and theory of 
organization-public relationships. In J.A. Ledingham & S.D. Bruning 
(Eds.), Relationship management: A relational approach to the study 
and practice of public relations (p. 3-22). Mahwah, NJ: Lawrence 
Erlbaum. 
Brown, R. E. (2006). Myth of symmetry: Public relations as cultural styles. 
Public Relations Review, 32(3), 206–212. 
Bruning S. D., & Galloway, T. (2003). Expanding the organization–public 
relationship scale: Exploring the role that structural and personal 
commitment play in organization–public relationships. Public Relations 
Review, 29(3), 309-319. 
Bruning, S. D., & Hatfield, M. (2002). Linking organization-public 
relationship attitudes and satisfaction outcomes. Journal of Promotion 
Management, 8(2), 3-19. 
Bruning, S. D., & Lambe, K. E. (2002). Relationship building and behavioral 
outcomes: Exploring the connection between relationship attitudes and 




Bruning, S. D., & Lambe, K. E. (2008). Linking worldview, relationship 
attitudes, and behavioral outcomes: Implications for the study and 
practice of public relations. Journal of Promotion Management, 14(3), 
139-151.  
Bruning, S. D., & Ledingham, J. A. (1999). Relationships between 
organizations and publics: Development of a multi-dimensional 
organization-public relationship scale. Public Relations Review, 25(2), 
157-170. 
Bruning, S. D., & Ledingham, J. A. (2000). Perceptions of relationships and 
evaluations of satisfaction: An exploration of interaction. Public 
Relations Review, 26(1), 85-95. 
Bryman, A. (1988). Quantity and quality in social research. London, UK: 
Unwin Hyman. 
Bryman, A. (1989). Research methods and organization studies. Boston, MA: 
Unwin Hyman. 
Bryman, A. (2001). Social research methods. Oxford, UK: Oxford University 
Press. 
Bryman, A. (2004). Social research methods (2
nd
 ed.). New York, NY: Oxford 
University Press. 
Bryman, A. & Cramer, D. (2009). Quantitative data analysis with SPSS 14, 15 
& 16: A guide for social scientists. New York, NY: Routledge. 
Cacioppe, R., Forster, N., & Fox, M. (2008). A survey of managers‘ 
perceptions of corporate ethics and social responsibility and actions that 




Capelli, P., Singh, H., Singh, J., & Useem, M. (2010). The India way: How 
India’s top business leaders are revolutionizing management. Boston, 
MA: Harvard Business School Publishing. 
Capriotti, P., & Moreno, A. (2007). Corporate citizenship and public relations: 
The importance and interactivity of social responsibility issues on 
corporate websites. Public Relations Review, 33(1), 84-91. 
Carroll, A. B. (1979). A three-dimensional conceptual model of corporate 
social performance. Academy of Management Review, 4(1), 497-505. 
Carroll, A. B. (1991). The pyramid of corporate social responsibility: Toward 
the moral management of organizational stakeholders. Business 
Horizons, 34(4), 39-48. 
Carroll, A. B. (1999). Corporate social responsibility: Evolution of a 
definitional construct. Business and Society, 38(3), 268-295. 
Carroll, A. B. (2008). A history of corporate social responsibility: Concepts 
and practices. In A. Crane, A. McWilliams, D. Matten, J. Moon, & D. S. 
Siegel  (Eds.), The Oxford handbook of corporate social responsibility 
(pp. 19-46).  Oxford, UK: Oxford University Press. 
Carroll, A. B., & Buchholtz, A. K. (2009). Business & society: Ethics and 
stakeholder management (7
th
 ed.). Mason, OH: Cengage Learning Inc. 
Carroll, A. B., & Shabana, K. M. (2010). The business case for corporate 
social responsibility: A review of concepts, research and practice. 
International Journal of Management Reviews, 12(1), 85-105. 
Chahoud, T., Emmerling, J., Kolb, D., Kubina, I., Repinski, G., & Schlager, C. 
(2007). Corporate social and environmental responsibility in India: 






Chambers, E., Chapple, W., Moon, J., & Sullivan, M. (2003). CSR in Asia: A 
seven country study of CSR website reporting. Retrieved from 
http://www.nottingham.ac.uk/business/ICCSR/pdf/ResearchPdfs/09-
2003.PDF 
Chaudhri, V., & Wang, J. (2007). Communicating CSR on the Internet: A case 
study of the top 100 information technology companies in India. 
Management Communication Quarterly, 21(2), 232-247. 
Cheney, G. (2007). Organizational communication comes out. Management 
Communication Quarterly, 21(1), 80-91. 
Christensen, L. T. (2007). The discourse of corporate social responsibility: 
Postmodern remarks. In S. May, G. Cheney & J. Roper (Eds.), The 
debate over corporate social responsibility (pp. 448-458). New York, 
NY: Oxford University Press.  
Clark, C. E. (2000). Differences between public relations and corporate social 
responsibility: An analysis. Public Relations Review, 26(3), 363-380. 
Clark, I. L. (2007). Writing the successful thesis and dissertation: Entering the 
conversation. Upper Saddle River, NJ: Pearson Education. 
Clarkson, M. B. E. (1995). A stakeholder framework for analyzing and 
evaluating corporate social performance. Academy of Management 
Review, 20(1), 92-117.  
Cloud, D. L. (2007) Corporate social responsibility as oxymoron: 
Universalization and exploitation at Boeing. In S. May, G. Cheney, & J. 
268 
 
Roper (Eds.), The debate over corporate social responsibility (pp. 219-
231). Oxford, UK: Oxford University Press. 
Cochran, P. L., & Wood, R. A. (1984). Corporate social responsibility and 
financial performance. Academy of Management Journal, 27(1), pp. 42-
56. 
Coffey, A., & Atkinson, P. (1996). Making sense of qualitative data. 
Thousand Oaks, CA: Sage Publications. 
Coldwell, D. A., Billsberry, J., van Meurs, N., & Marsh, P. J. G. (2008). The 
effects of person–organization ethical fit on employee attraction and 
retention: Towards a testable explanatory model. Journal of Business 
Ethics, 78(4), 611-622. 
Collier, J., & Esteban, R. (2007). Corporate social responsibility and employee 
commitment. Business Ethics: A European Review, 16(1), 19-33.  
Coombs, W. T., & Holladay, S. J. (2009). Corporate social responsibility: 
Missed opportunity for institutionalizing communication practice? 
International Journal of Strategic Communication, 3(2), 93-101. 
Curtin, P. A., & Gaither, K. T. (2005). Privileging identity, difference, and 
power: The circuit of culture as a basis for public relations theory. 
Journal of Public Relations Research, 17(2), 91-115.  
Cutlip, S. M., Center, A. H., & Broom, G. M. (2000). Effective Public 
Relations (8
th
 ed.). Upper Saddle River, NJ: Prentice-Hall Inc. 
Cutlip, S. M., Center, A. H., & Broom, G. M. (2006). Effective Public 
Relations (9
th
 ed.). Upper Saddle River, NJ: Pearson Education Inc. 
Das, G. (2009). The difficulty of being good: On the subtle art of dharma. New 
Delhi, India: Penguin books. 
269 
 
David, P., Kline, S. & Dai, Y. (2005). Corporate social responsibility 
practices, corporate identity, and purchase intention: A dual-process 
model. Journal of Public Relations Research, 17(3), 291-313.  
Davis, G. F., Whitman, M. V. N., & Zald, M. N. (2006, April). The 
responsibility paradox: Multinational firms and global corporate social 
responsibility. Ross School of Business Paper No. 1031. Retrieved from 
http://ssrn.com/abstract=899112 
Dawkins, J. (2004). Corporate responsibility: The communication challenge. 
Journal of Communication Management, 9(2), 108-119. 
Dawkins, C., & Ngunjiri, F. W. (2008). Corporate social responsibility 
reporting in South Africa: A descriptive and comparative analysis. 
Journal of Business Communication, 45(3), 286-307. 
de Gilder, D., Schuyt, T. N. M., & Breedijk, M. (2005). Effects of an 
employee volunteering program on the work force: The ABN-AMRO 
case. Journal of Business Ethics, 61(2), 143-152. 
De Vaus, D. A. (1991). Surveys in social research (3
rd
 ed.). Sydney, Australia: 
Allen & Unwin. 
De Vaus, D. A. (Ed.). (2002). Social surveys. London, UK: Sage Publications. 
Deetz, S. (2003). Corporate governance, communication, and getting social 
values into the decisional chain. Management Communication 
Quarterly, 16(4), 606-611. 
Deetz, S. (2007). Corporate governance, corporate social responsibility and 
communication. In S. May, G. Cheney, & J. Roper (Eds.), The debate 




Denzin, N. K., & Lincoln, Y. S. (Eds.). (2003). The landscape of qualitative 
research: Theories and issues (2
nd
 ed.). London, UK: Sage Publications. 
Dey, I. (1993). Qualitative data analysis: A user friendly guide to social 
scientists. London, UK: Routledge. 
Donaldson, T., & Preston, L. E. (1995). The stakeholder theory of the 
corporation: Concepts, evidence and implications. Academy of 
Management Review, 20(1), 65-91.  
Douglas, J. D. (1985). Creative interviewing. Beverly Hills, CA: Sage 
Publications. 
Drucker, P. F. (1984). The new meaning of corporate social responsibility. 
California Management Review, 26(2), 53-63. 
Du, S., Bhattacharya, C. B., & Sen, S. (2007). Reaping relational rewards from 
corporate social responsibility: The role of competitive positioning. 
International Journal of Research in Marketing, 24(3), 224-241. 
Du, S., Bhattacharya, C. B., & Sen, S. (2010). Maximizing business returns to 
corporate social responsibility (CSR): The role of CSR communication. 
International Journal of Management Reviews, 12(1), 8-19.  
Dutta-Bergman, M. J. (2005). Civil society and public relations. Not so civil 
after all. Journal of Public Relations Research, 17(3), 267-289. 
Elkington, J. (1998). Cannibals with forks: Triple bottom line of 21
st
 century 
business. Stony Creek, CT: New Society Publishers. 
Escobar, J. P. (2009). Community relations and OPR: In search for a new 





Esrock, S. L., & Leichty, G. B. (1998). Social responsibility and corporate 
web pages: Self presentation or agenda setting? Public Relations 
Review, 24(3), 305-319. 
Ferguson, M. A. (1984, August). Building theory in public relations: Inter-
organizational relationships as a public relations paradigm. Paper 
presented at the annual meeting of the Association for Education in 
Journalism and Mass Communication, Gainesville, FL.  
Forehand, M. R., & Grier, S. (2003). When is honesty the best policy? The 
effect of stated company intent on consumer skepticism. Journal of 
Consumer Psychology, 13(3), 349–356. 
Freeman, B. (2006). Substance sells: Aligning corporate reputation and 
corporate responsibility. Public Relations Quarterly, 51(1), 12-19. 
Freeman, E. (1984), Strategic management: A stakeholder approach. Boston, 
MA: Pitman Publishing.  
Freeman, E. (2010). Strategic management: A stakeholder approach (2
nd
 ed.). 
New York, NY: Cambridge University Press. 
Friedman, M. (1962). Capitalism and freedom. Chicago, IL: University of 
Chicago Press. 
Friedman, M. (1970, September 13). The social responsibility of business is to 
increase its profits. New York Times Magazine, 32-33. 
Frynas, J. G. (2005). The false developmental promise of corporate social 
responsibility: Evidence from multinational oil companies. International 
Affairs, 81(3), 581-598. 
Fukukawa, K., & Moon, J. (2004). A Japanese model of corporate social 
responsibility? A study of website reporting. Journal of Corporate 
272 
 
Citizenship, 16(1), 45-60. 
Ganesh, S. (2003). Organizational narcissism: Technology, legitimacy, and 
identity in an Indian NGO. Management Communication Quarterly, 
16(4), 558-594. 
Ganguli, K. M. (2008). The Mahabharata of Krishna-Dwaipayana Vyasa, 
Book 13, Part 1. Charleston, SC: BiblioBazaar. 
Garriga, E., & Mele, D. (2004). Corporate social responsibility theories: 
Mapping the territory. Journal of Business Ethics, 53(1-2), 51-71.  
Gavin, J. F., & Maynard, W. S. (1975). Perceptions of corporate social 
responsibility. Personnel Psychology, 28(3), 377-387. 
Ghosh, A. (1974). Japanese 'Zaibatsus' and Indian industrial houses: An 
international comparison. American Journal of Economics and 
Sociology, 33(3), 317-326. 
Giddens, A. (2009) Sociology (6
th
 ed.). Cambridge, UK: Polity Press. 
Gill, D. L., Dickinson, S. J., & Scharl, A. (2008). Communicating 
sustainability: A web content analysis of North American, Asian and 
European firms. Journal of Communication Management, 12(3), 243-
262. 
Glaser, B. G., & Strauss, A. L. (1967). The discovery of grounded theory: 
Strategies for qualitative research. Chicago, IL: Aldine Publishing 
Company. 
Golob, U., & Bartlett, J. L. (2007). Communicating about corporate social 
responsibility: A comparative study of CSR reporting in Australia and 
Slovenia, Public Relations Review, 33(1), 1-9.     
Gopinath, C. (2005). Trusteeship as a moral foundation for business, Business 
273 
 
and Society Review, 110(3), 331-344. 
Gower, K. K. (2006). Public relations research at the crossroads. Journal of 
Public Relations Research, 18(2), 177-190. 
Greening, D. W., & Turban, D. B. (2000). Corporate social performance as a 
competitive advantage in attracting a quality workforce. Business and 
Society, 39(3), 254-80.  
Grunig, J. E. (Ed.) (1992). Excellence in Public Relations and Communication 
Management. Hillsdale, NJ: Lawrence Erlbaum Associates.  
Grunig, J. E. (1993). Image and substance: From symbolic to behavioral 
relationships. Public Relations Review, 19(2), 121-139. 
Grunig, L. A., Grunig, J. E., & Ehling, W. P. (1992). What is an effective 
organization? In J. E. Grunig (Ed.), Excellence in public relations and 
communication management (pp. 65-90). Hillsdale, NJ: Lawrence 
Erlbaum Associates.  
Grunig, J. E., & Huang, Y. H. (2000). From organizational effectiveness to 
relationship indicators: Antecedents of relationships, public relations 
strategies, and relationship outcomes. In J. A. Ledingham & S.D. 
Bruning, S. D. (Eds.), Relationship management: A relational approach 
to the study and practice of public relations (pp. 23-54). Mahwah, NJ: 
Lawrence Erlbaum.  
Grunig, J. E., & Hunt, T. (1984). Managing public relations. Orlando, FL: 
Holt, Rhinehart and Winston Inc. 
Grunig, J. E., & Repper, F. C. (1992). Strategic management, publics, and 
issues. In J. E. Grunig (Ed.), Excellence in public relations and 
274 
 
communication management (pp. 117-157). Hillsdale, NJ: Lawrence 
Erlbaum Associates.  
Guba, E. G., & Lincoln, Y. S. (1994). Competing paradigms in qualitative 
research. In N. K. Denzin & Y. S. Lincoln (Eds.), Handbook of 
qualitative research (pp. 105-117). London: Sage Publications. 
Gubrium, J. F., & Holstein, J. A. (Eds.) (2002). Handbook of interview 
research: Context and method. Thousand Oaks, CA: Sage Publications. 
Hall, M. R. (2006). Corporate philanthropy and corporate community 
relations: Measuring relationship-building results. Journal of Public 
Relations Research, 18(1), 1-21. 
Harrison, J. S., & Freeman, R. E. (1999). Stakeholders, social responsibility, 
and performance: Empirical evidence and theoretical perspectives. 
Academy of Management Journal, 42(5), 479-85.  
Heath, R. (Ed.) (2001). Handbook of public relations. Thousand Oaks, CA: 
Sage Publications, Inc. 
Heath, R. L., & Ryan, M. (1989). Public relations' role in defining corporate 
social responsibility. Journal of Mass Media Ethics, 4(1), 21-38. 
Holstein, J.A., & Gubrium, J.F. (2004). The active interview. In D. Silverman 
(Ed.), Qualitative research: Theory, method and practice. (2
nd
 ed.) (pp. 
140-161). London: Sage Publication Ltd. 
Holtzhausen, D. R. (2000). Postmodern values in public relations. Journal of 
Public Relations Research, 12(1), 93-114.  
Holtzhausen, D. R. (2002). Towards a postmodern research agenda for public 
relations. Public Relations Review, 28(3), 251–264. 
275 
 
Holtzhausen, D. R., Petersen, B. K., & Tindall, N. T. J. (2003). Exploding the 
myth of the symmetrical/asymmetrical dichotomy: Public relations 
models in the New South Africa. Journal of Public Relations Research, 
15(4), 305-341. 
Holtzhausen, D. R., & Voto, R. (2002). Resistance from the margins: The 
postmodern public relations practitioner as organizational activist. 
Journal of Public Relations Research, 14(1), 57-84.  
Hon, L., & Grunig, J. E. (1999). Guidelines For Measuring Relationships in 
Public Relations. Gainesville, FL: Institute for Public Relations 
Research, University of Florida. Retrieved from 
http://www.instituteforpr.org/research_single/guidelines_measuring_rela
tionships/ 
Hooghiemstra, R. (2000). Corporate communication and impression 
management: New perspectives why companies engage in corporate 
social reporting. Journal of Business Ethics, 27(2), 55-68. 
Hung, C. F. (2005). Exploring types of organization–public relationships and 
their implications for relationship management in public relations. 
Journal of Public Relations Research, 17(4), 393-425. 
Hung, C. F., & Chen, Y. R. (2009). Types and dimensions of organization–
public relationships in Greater China. Public Relations Review, 35(3), 
181-186. 
Husted, B. W., & Salazar, J. J. (2006). Taking Friedman seriously: 
Maximizing profits and social performance. Journal of Management 
Studies, 43(1), 75-91. 
Ihlen, O., van Ruler, B., Fredriksson, M. (Eds.) (2009). Public relations and 
276 
 
social theory: Key figures and concepts. New York, NY: Routledge. 
India Brand Equity Foundation. (2004). Indian MNCs: Charity is passé; CSR 
makes business sense in India. Retrieved from 
http://www.ibef.org/artdisplay.aspx?cat_id=254&art_id=4779 
Jacques, E. (2003). Ethics for management. Management Communication 
Quarterly, 17(1), 136-142. 
Jo, S. (2006). Measurement of organization–public relationships: Validation of 
measurement using a manufacturer–retailer relationship. Journal of 
Public Relations Research, 18(3), 225-248. 
Jo, S., Hon, L. C., & Brunner, B. R. (2004). Organization–public relationships: 
Measurement validation in a university setting. Journal of 
Communication Management, 9(1), 14-27. 
Jones, T. M. (1980). Corporate social responsibility revisited, redefined. 
California Management Review, 22(3), 59-67. 
Judd, C. M., Smith, E. R., & Kidder, L.  (1991). Research methods in social 
relations (6
th
 ed.). New York, NY: Holt, Rinehart and Winston. 
Kennan, W. R., & Hazleton, V. (2006). Internal public relations, social capital, 
and the role of effective organizational communication. In C.H. Botan & 
V. Hazleton (Eds.), Public relations theory II (pp. 311-340). Mahwah, 
NJ: Lawrence Erlbaum Associates Inc. 
Khan, A. F., & Atkinson, A. (1987). Managerial attitudes to social 
responsibility: A comparative study in India and Britain. Journal of 
Business Ethics, 6(6), 419-432. 
Ki, E., & Hon, L. C. (2009). A measure of relationship cultivation strategies. 
Journal of Public Relations Research, 21(1), 1-24. 
277 
 
Kim, H. (2007). A multilevel study of antecedents and a mediator of 
employee-organization relationships. Journal of Public Relations 
Research, 19(2), 167-197. 
Kim, J., Kim, H. J., & Cameron, G. T. (2009). Making nice may not matter: 
The interplay of crisis type, response type and crisis issue on perceived 
organizational responsibility, Public Relations Review, 35(1), 86-88. 
Kim, Y. (2001). Searching for the organization-public relationship: A valid 
and reliable instrument. Journalism & Mass Communication Quarterly, 
78(4), 799-815. 
Kim, Y. (2006, June). The effect of strategic corporate social responsibility 
(CSR) on consumer‘s attitude toward the company and purchase 
intention. Paper presented at the annual meeting of the International 
Communication Association, Dresden, Germany. Retrieved from  
http://www.allacademic.com//meta/p_mla_apa_research_citation/0/9/1/6
/9/pages91692/p91692-1.php 
Kim, H. K., & Yang, S. (2009). Cognitive processing of crisis communication: 
Effects of CSR and crisis response strategies on stakeholder perceptions 
of a racial crisis dynamics. Public Relations Journal, 3(1). Retrieved 
from http://www.prsa.org/SearchResults/download/6D-
030102/0/Cognitive_Processing_of_Crisis_Communication_Effec. 
Klonoski, R. J. (1991). Foundational considerations in the corporate social 
responsibility debate. Business Horizons, 34(4), 9-18.  
Kotler, P., & Lee, N. (2005). Corporate social responsibility: Doing the most 
good for your company and your cause. Hoboken, NJ: Wiley & Sons. 
Kraisornsuthasinee, S., & Swierczek, F. W., (2006). Interpretations of CSR in 
278 
 
Thai companies. Journal of Corporate Citizenship, 22(1), 53-65. 
Krishna, C. G. (1992). Corporate social responsibility in India. New Delhi, 
India: Mittal Publications. 
Krosnick, J.A. (1999). Survey research. Annual Review of Psychology, 50(1), 
537-567 
Kumar, R., Murphy, D. F., & Balsari, V. (2001). Altered images, the 2001 
state of corporate responsibility in India poll: Understanding and 
encouraging corporate responsibility in South Asia. Retrieved from 
http://www.terieurope.org/docs/CSR-India.pdf. 
Kvale, S. (1996). Interviews: An introduction to qualitative research 
interviewing. Thousand Oaks, CA: Sage Publications. 
Kvale, S. & Brinkmann, S. (2009). Interviews: Learning the craft of 
qualitative research interviewing (2
nd
 ed.). Thousand Oaks, CA: Sage 
Publications. 
L‘Etang, J. (1994). Public relations and corporate social responsibility: Some 
issues arising. Journal of Business Ethics, 13(2), 111-123. 
L‘Etang, J. (2005). Critical public relations: Some reflections. Public 
Relations Review, 31(4), 521-526. 
Lala, R.M. (2004). The creation of wealth: The Tatas from the 19th to the 21st 
century. New Delhi: Penguin Books India. 
Lammers, J. C. (2003). An institutional perspective on communicating 
corporate responsibility. Management Communication Quarterly, 16(4), 
618-624. 
Lantos, G. P. (2001). The boundaries of strategic corporate social 
responsibility. The Journal of Consumer Marketing, 18(7), 595-639. 
279 
 
Lash, J., & Wellington, F. (2007). Competitive advantage on a warming 
planet. Harvard Business Review, 85(3), 94-102. 
Laszlo, C. (2008). Sustainable value: How the world’s leading companies are 
doing well by doing good. Stanford, CA: Stanford University Press. 
Lattemann, C., Fetscherin, M., Alon, I., Li, S. & Schneider, A-M. (2009). CSR 
communication intensity in Chinese and Indian multinational 
companies, Corporate Governance: An International Review, 17(4), 
426–442.    
LeCompte, M. D., & Goetz, J. P. (1982). Problems of reliability and validity 
in ethnographic research. Review of Educational Research, 52(1), 31-60. 
Ledingham, J. A. (2003). Explicating relationship management as a general 
theory of public relations. Journal of Public Relations Research, 15(2), 
181-198. 
Ledingham, J. A. (2006). Relationship management: A general theory of 
public relations. In C. H. Botan & V. Hazleton (Eds.), Public relations 
theory II (pp. 465-484). Mahwah, NJ: Lawrence Erlbaum Associates 
Inc. 
Ledingham, J. A. (2008). A chronology of organization-stakeholder 
relationships with recommendations concerning practitioner adoption of 
the relational perspective. Journal of Promotion Management, 14(3), 
243-262. 
Ledingham, J. A., & Bruning, S. D. (1998). Relationship management in 
public relations: Dimensions of an organization-public relationship. 
Public Relations Review, 24(1), 55-65. 
280 
 
Ledingham, J. A., & Bruning, S. D. (Eds.). (2000). Public relations as 
relationship management: A relational approach to the study and 
practice of public relations. Mahwah, NJ: Lawrence Erlbaum Associates 
Inc. 
Lee, S. (2010). Corporate social responsibility in India: A case study for the 
Oxford-Achilles working group on corporate social responsibility. 
Retrieved from 
http://www.sbs.ox.ac.uk/achilles/downloads/research/India.pdf 
Lenssen, G. (2007). Foreword. In S. May, G. Cheney & J. Roper (Eds.), The 
debate over corporate social responsibility (pp. v-vi). New York, NY: 
Oxford University Press. 
Lincoln, Y. S., & Guba, E. G. (1985). Naturalistic inquiry. Beverly Hills, CA: 
Sage Publications. 




MacPhail, F., & Bowles, P. (2009). Corporate social responsibility as support 
for employee volunteers: Impacts, gender puzzles and policy 
implications in Canada. Journal of Business Ethics, 84(3), 405-416. 
Maignan, I., & Ferrell, O. C. (2000). Measuring corporate citizenship in two 
countries: The case of the United States and France. Journal of Business 
Ethics, 23(3), 283-297. 




Manheim, J. B., & Pratt, C. B. (1986). Communicating corporate social 
responsibility. Public Relations Review, 12(2), 9-18. 
Marshall, C., & Rossman, G. B. (1999). Designing qualitative research (3
rd
 
ed.). Thousand Oaks, CA: Sage Publications. 
Marshall, C., & Rossman, G. B. (2006). Designing qualitative research (4
th
 
ed.). Thousand Oaks, CA: Sage Publications. 
Mason, J. (1996). Qualitative researching. Thousand Oaks, CA: Sage 
Publications. 
May, S. (2008). Reconsidering strategic corporate social responsibility: Public 
relations and ethical engagement of employees in a global economy.  In 
A. Zerfass, B. Van Ruler & K. Sriramesh (Eds.), Public relations 
research: European and international perspectives and innovations (pp. 
365-383). Netherlands: VS Verlag fur Sozialwissenschaften.  
May, S. K., & Zorn, T. E. (2003). Forum introduction. Management 
Communication Quarterly, 16(4), 595-598. 
McCracken, G. (1988). The long interview. Newbury Park, CA: Sage 
Publications. 
McGuire, J. B., Sundgren, A., & Schneeweis, T. (1988). Corporate social 
responsibility and firm financial performance. Academy of Management 
Journal, 31(4), 854-872. 
McKie, D. (2001). Updating public relations: ―New science,‖ research 
paradigms, and uneven developments. In R. Heath (Ed.), Handbook of 
public relations (pp. 75-92). Thousand Oaks, CA: Sage Publications, 
Inc.  
McWilliams, A., Siegel, D. S., & Wright, P. M. (2006). Corporate social 
282 
 
responsibility: Strategic implications. Journal of Management Studies, 
43(1), 1-18. 
Mehra, M. (2006). Corporate social responsibility in emerging economies. 
Journal of Corporate Citizenship, 24(4), 20-22. 
Mehta, V., John, P., Kumar, A., Maitra, I., Puranik, R., Shrivastava, S., 
...Kizhisseri, A. L. (2006). Delivering value: An exploration of 
community development vehicles adopted by corporates in India. 
Retrieved from http://www.picindia.org/publications/DeliveringValue 
Mele, D. (2008). Corporate social responsibility theories. In A. Crane, A. 
McWilliams, D. Matten, J. Moon, & D. S. Siegel  (Eds.), The Oxford 
handbook of corporate social responsibility (pp. 47-82).  Oxford, UK: 
Oxford University Press. 
Menon, A., & Menon, A. (1997). Enviropreneurial marketing strategy: The 
emergence of corporate environmentalism as market strategy. Journal of 
Marketing. 61(1), 51-67.  
Merriam, S. B. (1998). Qualitative research and case study applications in 
education. San Francisco, CA: John Wiley & Sons. 
Mickey, T. J. (1997). A postmodern view of public relations: Sign and reality. 
Public Relations Review, 23(3), 271-284. 
Mickey, T. J. (2003). Deconstructing Public Relations. Mahwah, NJ: 
Lawrence Erlbaum Associates.  
Miles, M. B., & Huberman, A. M. (1994). Qualitative data analysis: An 
expanded sourcebook (2
nd
 ed.) Thousand Oaks, CA: Sage Publications. 
Miles, M. P., Munilla, L. S., & Darroch, J. (2006). The role of strategic 
conversations with stakeholders in the formation of corporate social 
283 
 
responsibility strategy. Journal of Business Ethics, 69(2), 195-205.  
Mitra, M. (2007). It’s only business! India’s corporate social responsiveness 
in a globalized world. New Delhi, India: Oxford University Press. 
Mohan, A. (2001). Corporate citizenship: Perspectives from India. Journal of 
Corporate Citizenship (2), 107-117.    
Mohan, A. (2003). Review current understanding and knowledge about CSR 
concepts and meanings: across time, geography, industry sectors and 
companies. Research presentation at the European multi stakeholder 
forum on CSR, Brussels. Retrieved from 
http://ec.europa.eu/enterprise/csr/documents/20030212/warwick_busines
s_school.pdf 
Moon, J., Crane, A., & Matten, D. (2005). Can corporations be citizens? 
Corporate citizenship as a metaphor for business participation in society. 
Business Ethics Quarterly, 15(3), 429-453. 
Moreno, A., & Capriotti, P. (2009). Communicating CSR, citizenship and 
sustainability on the web. Journal of Communication Management, 
13(2), 157-75. 
Morse, J. M., & Richards, L. (2002). Readme first for a user’s guide to 
qualitative methods. Thousand Oaks, CA: Sage Publications.   
Motion, J. (2005) Participative public relations: Power to the people or 
legitimacy for government discourse? Public Relations Review, 31(4), 
505-512. 
Motion, J., & Weaver, K. C. (2005). A discourse perspective for critical public 
relations research: Life sciences network and the battle for truth. Journal 
of Public Relations Research, 17(1), 49-67. 
284 
 
Munshi, D., & Kurian, P. (2007). The case of the subaltern public: A 
postcolonial investigation of corporate social responsibility‘s 
(o)missions. In S. May, G. Cheney, & J. Roper (Eds.), The debate over 
corporate social responsibility (pp. 438-447). New York, NY: Oxford 
University Press. 
Muthuri, J. N., Matten, D., & Moon, J. (2009). Employee volunteering and 
social capital: Contributions to corporate social responsibility. British 
Journal of Management, 20(1), 75-89. 
Narayan, J. P. (1966). Social responsibility of business. Bombay: Manaktalas. 
Newell, P., & Frynas, J. G. (2007). Beyond CSR? Business, poverty and social 
justice: An introduction. Third World Quarterly, 28(4), 669-681. 
Nord, W. R., & Fuller, S. R. (2009). Increasing corporate social responsibility 
through an employee-centered approach. Employee Responsibilities and 
Rights Journal, 21(4), 279-290. 
Odendahl, T., & Shaw, A. M. (2002). Interviewing elites. In  J. F. Gubrium & 
J. A. Holstein (Eds.), Handbook of interview research: Context and 
method (pp. 299-316). Thousand Oaks, CA: Sage Publications Inc. 
Orlitzky, M., Schmidt, F. L., & Rynes, S. L. (2003). Corporate social and 
financial performance: A meta-analysis. Organization Studies, 24(3), 
403-441.  
Pachauri, R. K. (2004). The rationale for CSR in India. Retrieved from 
http://www.mcxindia.com/CSR/CSR_news6.pdf 
Pal, M., & Dutta, M. J. (2008). Public relations in a global context: The 
relevance of critical modernism as a theoretical lens. Journal of Public 
Relations Research, 20(2), 159-179. 
285 
 
Palsetia, J. S. (2005). Merchant charity and public identity formation in 
colonial India: The case of Jamshetjee Jejeebhoy. Journal of Asian and 
African studies, 40(3), 197-217. 
Partners in Change. (2004). Third report on corporate involvement in social 
development in India. Retrieved from 
http://picindia.org/upload/view/exeReportdisplayfilegallery.asp 
Patton, M. Q. (1990). Qualitative evaluation and research methods (2
nd
 ed.). 
Newbury Park, CA: Sage Publications Inc. 
Peterson, D. K. (2004). The relationship between perceptions of corporate 
citizenship and organizational commitment. Business and Society, 43(3), 
296-319.  
Pio, E. (2005). Eastern karma: Perspectives on corporate citizenship. Journal 
of Corporate Citizenship, 19, 65-78. 
Po-Keung, I. (2008). Corporate social responsibility and crony capitalism in 
Taiwan. Journal of Business Ethics, 79(1/2), 167-177. 
Porter, M. E., & Kramer, M. R. (2006). Strategy and society: The link between 




Prahalad, C. K. (2004). The fortune at the bottom of the pyramid: Eradicating 
poverty through profits. Upper Saddle River, NJ: Wharton School 
Publishing.  
Prahalad, C. K., & Hammond, A. (2002). Serving the world‘s poor, profitably. 
Harvard Business Review, 80(9), 48-57.  
286 
 
Prasad, A. (2005). CSR as Nash equilibrium, Journal of Management 
Research, 5(2), 59-71. 
Prieto-Carrón, M., Lund-Thomsen, P., Chan, A., Muro, A., & Bhushan, C. 
(2006). Critical perspectives on CSR and development: What we know, 
what we don‘t know, and what we need to know. International Affairs, 
82(5), 977-987. 
Rada, V.D. (2001) Mail surveys using Dillman‘s TDM in a southern European 
country: Spain. International Journal of Public Opinion Research, 
13(2), 159-172. 
Raheja, G. G. (1988). The poison in the Gift: Ritual, prestation, and the 
dominant caste in a North Indian village. Chicago, IL: The University of 
Chicago Press.   
Reeves, B., & Ferguson-DeThorne, M. A. (1980). Measuring the effect of 
messages about social responsibility. Public Relations Review, 6(3), 40-
55. 
Renold, L. (1994). Gandhi: Patron saint of the industrialist. Retrieved from 
http://asnic.utexas.edu/asnic/sagar/spring.1994/leah.renold.art.html 
Rensburg, R., de Beer, E., & Coetzee, E. (2008). Linking stakeholder 
relationships and corporate reputation: A public relations framework for 
corporate sustainability. In A. Zerfass, B. Van Ruler & K. Sriramesh 
(Eds.), Public relations research: European and international 
perspectives and innovations (pp. 409-425). Netherlands: VS Verlag fur 
Sozialwissenschaften.  
Rhee, Y. (2004). The employee-public-organization chain in relationship 






Richards, L. (2009). Handling qualitative data: A practical guide (2
nd
 ed.). 
Thousand Oaks, CA: Sage Publications. 
Roman, R. M., Hayibor, S., & Agle, B. R. (1999). The relationship between 
social and financial performance: Repainting a portrait. Business and 
Society, 38(1),109-125.  
Roper, J. (2005). Symmetrical communication: Excellent public relations or a 
strategy for hegemony? Journal of Public Relations Research, 17(1), 69-
86. 
Roster, C. A., Rogers, R. D., Hozier, G. C., Baker, K.G., & Albaum, G. 
(2007). Management of marketing research projects: Does delivery 
method matter anymore in survey research? Journal of Marketing 
Theory and Practice, 15(2), 127-144. 
Rothermund, D. (2000). An Economic history of India: From pre-colonial 
times to 1991. London, UK: Routledge. 
Rubin, H. J., & Rubin, I. S. (2005). Qualitative interviewing: The art of 
hearing data  (2
nd
 ed.). Thousand Oaks, CA: Sage Publications. 
Rupp, D. E., Ganapathi, J., Aguilera, R. V., & Williams, C. A. (2005). 
Employee reactions to corporate social responsibility: An organizational 
justice framework. Theoretical advancement presented at the 20th 
annual conference for the Society for Industrial and Organizational 




illiamsJOBinpress010206.pdf   
Ryan, G. & Bernard, H. R. (2003), Techniques to identify themes. Field 
Methods, 15(1), 85-109. 
Sagar. P., & Singla, A. (2004). Trust and CSR: Lessons from India. Journal of 
Communication Management, 8(3), 282-290. 
Sallot, L. M., Lyon, L.J., Acosta-Alzuru, C., & Jones, K. O. (2003). From 
aardvark to zebra: A new millennium analysis of theory development in 
public relations academic journals. Journal of Public Relations 
Research, 15(1), 27-90. 
Scherer, A. G., & Palazzo, G. (2008). Globalization and corporate social 
responsibility. In A. Crane, A. McWilliams, D. Matten, J. Moon, & D. 
S. Siegel  (Eds.), The Oxford handbook of corporate social 
responsibility (pp. 413-431).  Oxford, UK: Oxford University Press. 
Schoenberger-Orgad, M., & McKie, D. (2005). Sustaining edges: CSR, 
postmodern play, and SMEs. Public Relations Review, 31(4), 578-583. 
Schultz, P. D. (1996). The morally accountable corporation: A postmodern 
approach to organizational responsibility. Journal of Business 
Communication, 33(2), 165-183. 
Schwartz, M.S. & Carroll, A.B. (2003). Corporate social responsibility: A 
three-domain approach. Business Ethics Quarterly, 13(4), pp. 503-30. 
Schwarze, S. (2003). Corporate-state irresponsibility, critical publicity, and 
asbestos exposure in Libby, Montana. Management Communication 
Quarterly, 16(4), 625-632. 
Seeger, M. W., & Ulmer, R. R. (2003). Explaining Enron: Communication 




Sen, S., Bhattacharya, C. B., & Korschun, D. (2006). The role of corporate 
social responsibility in strengthening multiple stakeholder relationships: 
A field experiment. Journal of the Academy of Marketing Science, 34(2), 
158-166. 
Sethi, H. (1984). Redefinitions: Groups in new politics of transformations. 
Economic and Political Weekly, 19(7), 305-316. 
Shah, S., & Bhaskar, A. S. (2008). Corporate stakeholder management: 
Western and Indian Perspectives: An Overview. Journal of Human 
Values, 14(1), 73-93. 
Sharma, A. K., & Talwar, B. (2005). Corporate social responsibility: Modern 
vis-à-vis Vedic approach. Measuring Business Excellence, 9(1), 35-45.   
Sharma, M. K., Agarwal, P., & Ketola, T. (2009). Hindu philosophy: Bridging 
corporate governance and CSR. Management of Environmental Quality: 
An International Journal, 20(3), 299-310. 
Simmons, C. J., & Becker-Olsen, K. L. (2006). Achieving marketing 
objectives through social sponsorships. Journal of Marketing, 70(4), 
154–169. 
Singleton R., & Straits, B. (1999). Approaches to social research. New York, 
NY: Oxford University Press. 
Solomon, L. D., & Palmiter, A. R. (1994). Corporations: Examples and 
explanations. Canada: Little, Brown & Company.   
Sood, A., & Arora, B. (2006). Political economy of corporate responsibility in 
India. Technology, Business and Society, Programme paper no. 18, 







Spradley, J. (1979). The ethnographic interview. Belmont, CA: Wadsworth. 
Sriramesh, K. (2008). Globalization and public relations. In A. Zerfass, B. Van 
Ruler & K. Sriramesh (Eds.), Public relations research: European and 
international perspectives and innovations (pp. 409-425). Netherlands: 
VS Verlag fur Sozialwissenschaften.  
Sriramesh, K., Ng, C. W., Soh, T. T., & Lou, W. (2006, June). Corporate 
social responsibility and public relations: Perceptions and practices in 
Singapore. Paper presented at the Public Relations Division of the 




Sriramesh, K., & Vercic, D. (2001). International public relations: A 
framework for future research. Journal of Communication Management, 
6(2), 103-117. 
Sriramesh, K., & Vercic, D. (2003). A theoretical framework for global public 
relations research and practice. In K. Sriramesh & D. Vercic (Eds.), The 
global public relations handbook (pp. 1-19). Mahwah, NJ: Lawrence 
Earlbaum Associates. 
Sriramesh, K., & Vercic, D. (2009). A theoretical framework for global public 
relations research and practice. In K. Sriramesh & D. Vercic (Eds.), The 
291 
 
global public relations handbook: Theory, research and practice (pp. 3-
21). New York, NY: Routledge. 
Starck, K., & Kruckeberg, D. (2003) Ethical obligations of public relations in 
an era of globalization. Journal of Communication Management, 8(1), 
29-40. 
Strauss, A. & Corbin, J. (1990), Basics of qualitative research: Grounded 
theory procedures and techniques. Sage Publications, Thousand Oaks, 
CA. 
Sundar, P. (2000). Beyond business: From merchant charity to corporate 
citizenship: Indian business philanthropy through the ages. New Delhi, 
India: Tata McGraw Hill. 
Swift, T., & Zadek, S. (2002). Corporate responsibility and the competitive 
advantage of nations. Retrieved from 
http://www.accountability21.com/uploadedFiles/publications/Competiti
ve%20Advantage%20-%20Full%20Report.pdf 
Tang, L., & Li, H. (2009). Corporate social responsibility communication of 
Chinese and global corporations in China. Public Relations Review, 
35(3), 199-212. 
Thaplyal, K. K. (1996). Guilds in ancient India. New Delhi, India: New Age 
International. 
Thomas, R. J. (1995). Interviewing important people in big companies. In R. 
Hertz & J. B. Imber (Eds.), Studying elites using qualitative methods 
(pp. 3-17). Thousand Oaks, CA: Sage Publications Inc, Thousand Oaks, 
CA.    
292 
 
Todaro, M. P. (1994). Economic development (5
th
 ed.). White Plains, NY: 
Longman. 
Townsley, N. C., & Stohl, C. (2003). Contracting corporate social 
responsibility: Swedish expansions in global temporary agency work. 
Management Communication Quarterly, 16(4), 599-605. 
Tucker, L. R, Dolich, I. J., & Wilson, D. (1981). Profiling environmentally 
responsible consumer-citizens. Journal of the Academy of Marketing 
Science, 9(4), 454-78.  
Tuffrey, M. (2003). Good companies, better employees: How community 
involvement and good corporate citizenship can enhance employee 
morale, motivation, commitment and performance. Retrieved from 
http://www.corporate-citizenship.com/publications.  
Turban, D. B., & Greening, D. W. (1996). Corporate social performance and 
organizational attractiveness to prospective employees. Academy of 
Management Journal, 40(3), 658-72.  
Tyler, L. (2005). Towards a postmodern understanding of crisis 
communication. Public Relations Review, 31(4), 566-571. 
Valentine, S., & Fleischman, G. (2008). Ethics programs, perceived corporate 
social responsibility and job satisfaction. Journal of Business Ethics, 
77(2), 159-172. 
Vanhamme, J., & Grobben, B. (2009). ―Too Good to be True!‖ The 
effectiveness of CSR history in countering negative publicity. Journal of 
Business Ethics, 85, Supplement 2, 273-83. 
Visser, W. (2008). Corporate social responsibility in developing countries. In 
A. Crane, A. McWilliams, D. Matten, J. Moon, & D. S. Siegel  (Eds.), 
293 
 
The Oxford handbook of corporate social responsibility (pp. 473-499).  
Oxford, UK: Oxford University Press. 
Vogel, D. (2005). Is there a market for virtue? The business case for corporate 
social responsibility. California Management Review, 47(4), 19-45. 
Waddock, S. A., Bodwell, C., & Graves, S. B. (2002). Responsibility: the new 
business imperative. Academy of Management Executive, 16(2), 132-48. 
Waddock, S. A., & Graves, S. B. (1997). The corporate social performance-
financial performance link. Strategic Management Journal, 18(4), 303-
19. 
Wanderley, L. S. O., Lucian, R., Farache, F., & Filho, J. M. S. (2008). CSR 
information disclosure on the Web: A context-based approach analyzing 
the influence of country of origin and industry sector. Journal of 
Business Ethics 82(2), 369-378. 
Wang, A. (2007). Priming, framing, and position on corporate social 
responsibility. Journal of Public Relations Research, 19(2), 123-145. 
Wang, J., & Chaudhri, V. (2009). Corporate social responsibility engagement 
and communication by Chinese companies. Public Relations Review, 
35(3), 247-250. 
Waters, R. D. (2009). Measuring stewardship in public relations: A test 
exploring impact on the fundraising relationship. Public Relations 
Review, 35(2), 113-119. 
Weaver, K., Motion, J., & Roper, J. (2005). From propaganda to discourse 
(and back again): Truth, power and public relations. In J. L‘Etang & M. 
Pieczka (Eds.), Public relations: Critical debates and contemporary 
problems. Mahwah, NJ: Lawrence Erlbaum Associates. 
294 
 
Weisberg, H. F., Krosnick, J. A., & Bowen, B. D. (1996). An introduction to 
survey research, polling and data analysis (3
rd
 ed.). Thousand Oaks, 
CA: Sage Publication. 
Welford, R. (2005). Corporate social responsibility in Europe, North America 
and Asia. Journal of Corporate Citizenship, (17), 33-52. 
Whelan, G. (2007). Corporate social responsibility in Asia: A Confucian 
context. In S. May, G. Cheney, & J. Roper (Eds.), The debate over 
corporate social responsibility (pp.105-118). New York, NY: Oxford 
University Press. 
Wigley, S. (2008). Gauging consumers' responses to CSR activities: Does 
increased awareness make cents? Public Relations Review, 34(3), 306-
308.  
Wilson, L. J. (2000). Building employee and community relationships through 
volunteerism: A case study. In J. A. Ledingham & S.D. Bruning (Eds.), 
Public relations as relationship management: A relational approach to 
the study and practice of public relations (pp. 137-144). Mahwah, NJ: 
Lawrence Erlbaum Associates. 
Windsor, D. (2006). Corporate social responsibility: Three key approaches. 
Journal of Management Studies, 43(1), 93-114.  
Wokutch, R. E. (1990). Corporate social responsibility Japanese style. 
Academy of Management Executive, 4(2), 56-74. 
Wokutch, R. E., & Shepard, J. M. (1999). The maturing of the Japanese 
economy: Corporate social responsibility implications. Business Ethics 
Quarterly, 9(3), 527-540. 
295 
 
Wood, D. J. (1991). Corporate social performance revisited. Academy of 
Management Review, 16(4), 691-718. 
World Business Council for Sustainable Development. (2000). Corporate 
social responsibility: making good business sense. Retrieved from  
http://www.wbcsd.org/DocRoot/IunSPdIKvmYH5HjbN4XC/csr2000.pd
f  
Yang, S. (2007). An integrated model for organization-public relational 
outcomes, organizational reputation, and their antecedents. Journal of 
Public Relations Research, 19(2), 91-121. 
Yoon, Y., Gurhan-Canli, Z., & Schwarz, N. (2006). The effect of corporate 
social responsibility (CSR) activities on companies with bad reputations. 
Journal of Consumer Psychology, 16(4), 377-390. 
Zhang, J., & Swanson, D. (2006) Analysis of news media‘s representation of 
corporate social responsibility (CSR). Public Relations Quarterly, 51(2), 
13-17. 
Zompetti, J. P., & Moffit, M. A. (2008). Revisiting concepts of public 
relations audience through postmodern concepts of metanarrative, 
decentered subject, and reality/hyperreality. Journal of Promotion 
Management, 14(3-4), 275–291. 
Zorn, T. E., & Collins, E. (2007) Is sustainability sustainable? Corporate 
social responsibility, sustainable business, and management fashion. In 
S. May, G. Cheney, & J. Roper (Eds.), The debate over corporate social 
responsibility (pp.405-416). New York, NY: Oxford University Press. 
Zulkifli, N., & Amran, A. (2006). Realising corporate social responsibility in 





Appendix A. Standard & Poor ESG India List of Constituents as of 
February 13, 2009  
 
No. Company No. Company 
1 Dr. Reddy's Laboratories Ltd. 26 Financial Technologies (India) Ltd. 
2 Infosys Technologies Ltd. 27 IndusInd Bank Ltd. 
3 Jubilant Organosys Ltd. 28 KPIT Cummins Infosystem Ltd. 
4 Aditya Birla Nuvo Ltd. 29 Jaiprakash Associates Ltd. 
5 Wipro Ltd. 30 Bharti Airtel Ltd. 
6 JSW Steel Ltd. 31 NTPC Ltd. 
7 Mahindra & Mahindra Ltd. 32 Tata Power Co. Ltd. 
8 I T C Ltd. 33 Axis Bank Ltd. 
9 Reliance Infrastructure Ltd. 34 Divi's Laboratories Ltd. 
10 Gujarat Alkalies & Chemicals Ltd. 35 GTL Infrastructure Ltd. 
11 Tata Steel Ltd. 36 Ambuja Cements Ltd. 
12 Tata Consultancy Services Ltd. 37 Sesa Goa Ltd. 
13 Reliance Industries Ltd. 38 Moser Baer India Ltd. 
14 Bongaigaon Refinery & Petrochemicals Ltd. 39 Hindustan Unilever Ltd. 
15 Chambal Fertilizers & Chemicals Ltd. 40 United Phosphorous Ltd. 
16 SRF Ltd. 41 Hero Honda Motors Ltd. 
17 Panacea Biotec Ltd. 42 Jindal Steel & Power Ltd. 
18 GTL Ltd. 43 Alok Industries Ltd. 
19 Crompton Greaves Ltd. 44 ABB Ltd. 
20 Gujarat NRE Coke Ltd. 45 HDFC Ltd. 
21 HCL Infosystems Ltd. 46 Hindalco Industries Ltd. 
22 Tata Tea Ltd. 47 Godrej Industries Ltd. 
23 Titan Industries Ltd. 48 Andhra Bank 
24 ACC Ltd. 49 Bharat Petroleum Corporation Ltd. 













Appendix B. Sample Letter of Invite to Senior Managers (on the NUS letterhead) 
 
 
August 26, 2009 
 





Dear name of invitee, 
 
Business leaders like you have contributed much to matters of global business 
sustainability. Now we need your help to build the academic body of 
knowledge, particularly on the theme of social responsibilities of business. 
 
Though a fairly large body of scholarly literature exists on the topic of 
corporate social responsibility (CSR), most of the debates and literature have 
been generated in Europe and North America and the voice of Asia has been 
largely missing. This is unfortunate since Asian countries such as India have 
deep rooted traditions of CSR that extend back for centuries. 
 
In an attempt to build up the knowledge base on CSR in Asia, a research 
project titled Corporate Social Responsibility and Public Relations, supported 
by the National University of Singapore, aims to capture the leading voices on 
CSR in India. The research seeks to interview senior management of 
companies in the Standard & Poor ESG India Index and Name of the company 
features on the Index. As Designation of invitee, your views on CSR are of 
paramount importance to us and we would like to invite you to be part of this 
research programme.  
 
What according to you is the conceptualization of CSR in India? What are 
your views on issues of CSR and organizational financial performance? 
Should CSR be restricted to internal matters or should it extend to matters of 
the community? What has been the influence of liberalization/globalization on 
the CSR space in India? 
 
This research is supervised by Dr. Milagros Rivera, Associate Professor and 
Head, Communications and New Media Programme at the National University 
of Singapore (NUS), Dr. Linda M Perry, Visiting Senior Fellow at NUS from 
the University of Florida, U.S.A. and Dr. Mohan J Dutta, Professor of 
Communication at Purdue University, U.S.A. More on the researcher and 
supervising committee can be found in the websites given below: 
 
Dr. Milagros Rivera  http://www.milagrosrivera.com 
Dr. Linda M Perry  http://profile.nus.edu.sg/fass/cnmpmlm 
Dr. Mohan J Dutta  http://web.ics.purdue.edu/~mdutta 




We understand your commitments as a senior manager and will make every 
attempt to fit your schedule. The interview should take approximately an hour. 
This is a completely anonymous research and all results are reported in the 
aggregate only, unless specifically permitted by you. If you would like it, we 
could share a copy of the final research report. 
 
We hope you will agree to participate. You will find more details about the 
research and the interview in the attached participation information sheet. I 
will be in Bangalore from x date to y date, and would be delighted if you 





Ganga S Dhanesh 
Doctoral candidate 
CNM Programme 
National University of Singapore 
 






























Appendix C. Sample letter of invite to employees (on the NUS letterhead) 
 
June 04, 2010 
 
Hello! 
Welcome to the research project on Corporate Social Responsibility and 
Public Relations! This doctoral research, supported by the National University 
of Singapore (NUS), aims to explore the corporate perspective on CSR in 
India.  
The research is supervised by Dr. Milagros Rivera, associate professor 
and head, Communications and New Media Programme, NUS, Dr. Linda M 
Perry, visiting senior fellow at NUS from the University of Florida, U.S.A. 
and Dr. Mohan J Dutta, professor of communication at Purdue University, 
U.S.A. More on the researcher and the supervising committee can be found on 
the following websites: 
 
Dr. Milagros Rivera   http://www.milagrosrivera.com 
Dr. Linda M Perry   http://profile.nus.edu.sg/fass/cnmpmlm 
Dr. Mohan J Dutta   http://web.ics.purdue.edu/~mdutta 
Ms. Ganga S Dhanesh  http://www.gangadhanesh.com 
 
As part of the research, interviews have been conducted with senior 
managers of companies in the Standard & Poor India ESG Index, a group of 
companies selected for their environmental, social and governance practices, 
including name of the employee’s organization. Now the research seeks to 
examine the subject from the perspective of employees through a survey 
administered to the employees of a few organizations in the S&P India ESG 
Index. We would like to invite employees of name of company to be a part of 
this research project. Your participation in this research will greatly help by 
reflecting data from India, an important emerging Asian economy.  
This is an independent project supported by NUS, Singapore and is not 
sponsored by participating organizations, though the final report will be shared 
with participating organizations. However, rest assured this is a completely 
anonymous survey and nowhere is participant identity recorded. Data from the 
research will be reported only in the aggregate. You can find more details 
about the research in the attached participation information sheet. If you have 
any questions, please do call me at (65) XXXX-XXXX or email me at 
ganga@nus.edu.sg.  
The pre-test shows that it will take around 10-15 minutes to complete 















Welcome to this survey on Corporate Social Responsibility and 
Organization-Employee Relationship! This research explores the influence of 
corporate social responsibility (CSR) on the relationship between 
organizations and employees. A large portion of academic literature on CSR 
and Organization-employee relationship has been generated in Europe and 
North America and the voice of Asia has been largely missing. Your 
participation in this research will greatly help by reflecting data from India, an 
important emerging Asian economy.  
You may complete this survey even if your company does not practice 
CSR or practices it under a different name. It is also okay if you have not 
heard of the term CSR. One possible definition of CSR is given below for 
your reference: Definition of CSR/corporate citizenship: It is about how 
companies manage their business processes to produce an overall positive 
impact on society; It is the integration of social concerns into business policies 
and operations.  
This survey has been organized in three sections. Section A: Reviews 
awareness of your organizations CSR practices Section B: Explores the 
relationship between you and the organization you are employed with Section 
C: Examines your possible behavioural intentions with respect to your 
organization and gathers demographic data to aid in data analysis. The pre-test 
shows that it will take around 10-15 minutes to complete the questionnaire. 
Rest assured that this is a completely anonymous survey and nowhere is the 
participant‘s identity recorded. If you have any questions, please do call me at 
(65) XXXX XXXX or email me at ganga@nus.edu.sg.  
 








SECTION A: AWARENESS OF ORGANIZATION’S CSR PRACTICES  
 
Different people have different perceptions of what makes a company socially 
responsible. These could include discretionary responsibilities, ethical 
practices, legal compliance and economic performance. This section aims to 
understand the extent to which your organization practices these dimensions. 
These dimensions are grouped into four sets given below. In your opinion, to 
what extent does your organization practice each of these dimensions? 
 




Disagree Neutral Agree Strongly 
Agree 
1. This organization gives adequate 
contribution to charities. 
❏ ❏ ❏ ❏ ❏ 
2. This organization supports private 
and/or public educational 
institutions. 
❏ ❏ ❏ ❏ ❏ 
3. This organization has a 
comprehensive code of conduct. 
❏ ❏ ❏ ❏ ❏ 
4. This organization seeks to comply 
with all laws regulating hiring and 
employee benefits. 
❏ ❏ ❏ ❏ ❏ 
5. This organization has been 
successful at maximizing its profits. 
❏ ❏ ❏ ❏ ❏ 
 




Disagree Neutral Agree Strongly 
Agree 
1. This organization has a program 
in place to reduce the amount of 
energy and materials wasted in its 
business. 
❏ ❏ ❏ ❏ ❏ 
2. This organization is recognized as 
a trustworthy company. 
❏ ❏ ❏ ❏ ❏ 
3. This organization has internal 
policies that prevent discrimination 
in employees‘ compensation and 
promotion. 
❏ ❏ ❏ ❏ ❏ 
4. This organization strives to lower 
its operating costs. 
❏ ❏ ❏ ❏ ❏ 
5. This organization participates in 
activities that aim to protect and/or 
improve the quality of the natural 
environment. 










Disagree Neutral Agree Strongly 
Agree 
1. This organization encourages 
partnerships with local businesses. 
❏ ❏ ❏ ❏ ❏ 
2. In this organization, fairness 
towards co-workers and/or business 
partners is an integral part of the 
employee evaluation process. 
❏ ❏ ❏ ❏ ❏ 
3. The managers of this organization 
try to comply with the law. 
❏ ❏ ❏ ❏ ❏ 
4. The top management of this 
organization establishes long term 
strategies for the business. 
❏ ❏ ❏ ❏ ❏ 
5. This organization implements 
special programs to minimize its 
negative impact on the natural 
environment. 
❏ ❏ ❏ ❏ ❏ 
 




Disagree Neutral Agree Strongly 
Agree 
1. This organization supports 
employees who acquire additional 
education. 
❏ ❏ ❏ ❏ ❏ 
2. The salespersons and employees 
of this organization are required to 
provide full and accurate 
information to all customers. 
❏ ❏ ❏ ❏ ❏ 
3. This organization has a 
confidential procedure in place for 
employees to report any misconduct 
at work. 
❏ ❏ ❏ ❏ ❏ 
4. This organization has programs 
that encourage the diversity of its 
workforce (in terms of age, gender 
and/or minority status). 
❏ ❏ ❏ ❏ ❏ 
5. This organization has flexible 
policies that enable employees to 
better co-ordinate work and personal 
life 
❏ ❏ ❏ ❏ ❏ 
6. This organization closely 
monitors employees productivity. 






SECTION B: EXPLORING ORGANIZATION-EMPLOYEE 
RELATIONSHIP 
 
Now we move onto exploring various dimensions of the relationship between 
organizations and employees such as trust, commitment and satisfaction. 
These dimensions are grouped into four sets. Please indicate the extent to 
which each of the following statements describes the relationship between you 
and the organization you are currently employed in. 
 




Disagree Neutral Agree Strongly 
Agree 
1. This organization treats people 
like me fairly and justly. 
❏ ❏ ❏ ❏ ❏ 
2. I feel that this organization is 
trying to maintain a long-term 
commitment to people like me. 
❏ ❏ ❏ ❏ ❏ 
3. I am happy with this organization. ❏ ❏ ❏ ❏ ❏ 
4. This organization and people like 
me are attentive to what each other 
say. 
❏ ❏ ❏ ❏ ❏ 
5. This organization has the ability 
to accomplish what it says it will do. 
❏ ❏ ❏ ❏ ❏ 
 




Disagree Neutral Agree Strongly 
Agree 
1. Whenever this organization 
makes an important decision, I 
know it will be concerned about 
people like me. 
❏ ❏ ❏ ❏ ❏ 
2. I can see that this organization 
wants to maintain a relationship 
with people like me. 
❏ ❏ ❏ ❏ ❏ 
3. Both the organization and people 
like me benefit from the 
relationship. 
❏ ❏ ❏ ❏ ❏ 
4. This organization believes the 
opinions of people like me are 
legitimate. 













Disagree Neutral Agree Strongly 
Agree 
1. This organization can be relied on 
to keep its promises. 
❏ ❏ ❏ ❏ ❏ 
2. There is a long-lasting bond 
between this organization and 
people like me. 
❏ ❏ ❏ ❏ ❏ 
3. Most people like me are happy in 
their interactions with this 
organization. 
❏ ❏ ❏ ❏ ❏ 
4. In dealing with people like me, 
this organization has a tendency to 
throw its weight around (use 
authority to dominate). 
❏ ❏ ❏ ❏ ❏ 
 




Disagree Neutral Agree Strongly 
Agree 
1. I believe that this organization 
takes the opinions of people like me 
into account when making 
decisions. 
❏ ❏ ❏ ❏ ❏ 
2. Compared to other organizations, 
I value my relationship with this 
organization more. 
❏ ❏ ❏ ❏ ❏ 
3. Generally speaking, I am pleased 
with the relationship this 
organization has established with 
people like me. 
❏ ❏ ❏ ❏ ❏ 
4. This organization really listens to 
what people like me have to say. 
❏ ❏ ❏ ❏ ❏ 
5. I feel very confident about this 
organization‘s skills. 
















SECTION C: BEHAVIOURAL INTENTION AND DEMOGRAPHICS 
 
You are almost done! Just a couple of questions and some demographic data 
to assist in the data analysis. How likely are you to recommend to others the 








I will recommend this organization 
to others as an organization to invest 
in. 
❏ ❏ ❏ ❏ ❏ 
I will recommend this organization 
to others as an organization to buy 
products from. 
❏ ❏ ❏ ❏ ❏ 
I will recommend this organization 
to others as an organization to be 
employed with. 
❏ ❏ ❏ ❏ ❏ 
I will recommend this organization 
to others as an organization to do 
business with. 
❏ ❏ ❏ ❏ ❏ 
 
 
How many times have you participated in community initiatives or other CSR-





5. More than thrice 
 
Please specify your age range (in years) 





6. 61 and above 
 




Time spent with the current organization (in years) 
1. Less than 1 year 
2. 1-5 years 
3. 6-10 years 
4. 11-15 years 
5. 16-20 years 




Total years of experience (in this organization plus all others you have worked 
in) 
1. Less than 1 year 
2. 1-5 years 
3. 6-10 years 
4. 11-15 years 
5. 16-20 years 
6. More than 20 years 
 
Your highest level of educational qualification 
1. School certificate/10th standard 
2. Matriculation/12th standard 




7. Other (please specify) 
 
 
 
Thank you! 
 
 
 
 
 
 
 
 
 
 
 
 
 
 
